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The Havemeyer Trophy is awarded each year by the 
United States Golf Association to the winner of the Ama- 


This advertisement is one of a | j j j i 8 
series presented by the American teur Golf Championship. The trophy iS entirely gold, an J 
ee - oval Corpora was made by English craftsmen, at a cost of $10,000. The 
tion in the belief that the out- . a 

standing awards in all fields of annual champion names are engraved on the cup, and the 


endeavor ave of universal interest, 


winner's club obtains possession of it for one year. 


In every field of endeavor merit finds its reward. 
Everclear'’ Alcohol achieves recognition in the form of a 
steadily increasing number of satisfied users, who acknowl- 


edge it the perfect solvent for all floral and essential oils. 
Attend the 


DRUG, CHEMICAL 
and ALLIED TRADES 
BANQUET 


Thursday Eve., March 8th 





AMERICAN COMMERCIAL 
ALCOHOL CORPORATION 


405 Lexington Avenue - - - New York, N. Y. 











Hotel 
Waldorf-Astoria 





Plants: Pekin, Ill.; Philadelphia, Pa.; Gretna, La.; Sausalito, Cal. 
Sales offices in most large cities. Warehouse stocks carried at 
all principal consuming points 
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Codes to the Fore in Washington 


N.R.A. to Devote Energies to Routine Operation of Codes 


Hearings on Toilet Goods Trade Practices 


Bring Out 


ASHINGTON, Feb. 13.—From well informed 

quarters have come indications in the last few 

days that the National Recovery Administra- 
tion henceforth will pay most of its attention to the 
routine operation of codes as they are rather than what 
up to now had appeared to be its desire to extend and 
tighten all pro- 
visions for the 
codification of in- ie 
dustry. 

This attitude is 
seen as reflecting 
the desire of the 
Administration to 
return self-control 
to industry as rap- 
idly as possible, in 
the hope that with- 
in a few months 
the momentum 
given to industry 
—and such mo- 
mentum has been 
given to a_ large 
extent — through 
Government spur- 
ring may be carried 
on again solely 
through private 
initiative, with the 
additional assis- 
tance of Government credits to the export trade. 

President Roosevelt is known to have no desire to 
set up a super-Government organization to control all 
industrial activity. And his desire, as readers probably 
have noticed in recent weeks, has been reflected in the 
virtual cancellation of the ‘‘pep” talks and speeches by 
N.R.A. officials which characterized the work of that 
organization in the first months of its life. 

The work of the N.R.A. might be fairly described 
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Differences 


as having shifted to an endeavor to work out equitable 
hours and wages for industrial employment and the 
creation of a possable set of business standards. 

It is no secret that Gen. Hugh S. Johnson, N.R.-A. 
Administrator, and his principal aides would like to see 
the hours of all labor further reduced; not to the 30- 
hour week recom- 
mended by organ- 
ized labor but pos- 
sibly to 32 or 36 
hours per week. 

Howey er, there 
appears to be small 
likelihood that this 
agitation will be 
pressed, for fear 
that the further 
loading of industry 
with increased pay- 
rolls would severely 
damage industry 
right at a time 
when, having com- 
plied largely and 
usually whole- 
heartedly with 
N.R.A. demands 
for shortened hours, 
more employment 
and higher wage 
SC ales, it is now 
trying to find its w ay back to a profitable basis. 

This, of course, 1s not a topic tor public interviews, 
but officials show clearly that their principal interest at 
the present time 1S in seeing industry hold substantial 
gains made since last Fall, as reflected in business sur- 
veys. Nothing will be done to upset this rising trend 
at least until Spring reveals whether the program 1s 
actually successful. 

The test is expected to be reached in March and April 
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when it will be learned whether an anticipated heavy 
seasonal business occurs, or whether that 
upswing fails to materialize, as it has in the past three 
years. 

If the upswing takes place, as is hoped and expected 
here, there will be a further lessening of Government 
Should it fail to be manifested 
it appears more likely that some new plan may be 
evolved rather than that N.R.A. will continue to ham- 
mer away at the problem. 

The function of N.R.A., broadly speaking, most likely 
will consist primarily of an effort to work out through 
voluntary cooperation a higher level of business ethics. 


upswing in 


interference in business. 


Price Fixing Apparently Banned 


In this connection it is becoming more and more 
apparent that the authorities have definitely squelched 
what industry generally had thought was a primary 
point in the National Industrial Recovery Act through 
ruling that nothing in the N.R.A. permits price fixing 
in violation of the anti-trust laws. These laws hold 
full force, under the jurisdiction of the Federal Trade 
Commission which still retains its authority to initiate 
any action it sees fit to protect consumers against price- 
fixing inimical to the public interest and against false 
advertising. 

As a further check against such practices, General 
Johnson recently announced the establishment of ma- 
chinery within the N.R.A.—not yet operative—to re- 
ceive complaints from members of industries or from 
consumer organizations revolving around the same 
practices and attempt to settle them by voluntary agree- 
ment, failing which the Trade Commission still could 
function as a judicial body. 


Many Code Hearings 


In the the executive staff of N.R.A. is 
occupied virtually day and night with code hearings, 
the total having run at times as high as forty per week. 
In fact, the number of hearings currently scheduled is 
so large that almost every large hotel is the site of one 
or more hearings daily, the available space in the huge 
Department of Commerce Building having been found 
quite inadequate. 

Among the important code hearings held within the 


meantime, 


last month were studies of the code for cosmetics, per- 
fumes and other toilet articles, which furnished a fair 
amount of controversy, a companion hearing held the 
same day for packaged medicines and another held more 
recently for the collapsible tube industry code. 

The toilet article code hearing, held at the Carlton 
hotel Assistant Deputy Adminis- 
trator Mark Merrill, brought out three main points of 


and conducted by 
contention over provisions in the code (1) permitting 
manufacturers to send demonstrators into retail stores, 
(2) barring the payments of commissions to retail clerks 
and (3) prohibiting the rental of retail store window 
space for advertising purposes. 


A. M. T. A. Challenged 


The hearing also was marked by sharp challenges of 
the right of the Associated Manufacturers of Toilet 
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Articles, author of the toilet goods code, to write a 
code for the whole industry, three challenges being made 
by Irving C. Fox, Washington representative of the 
Retail Dry Goods Association, and Mark Eisner, of New 
York, counsel for the Perfumery & Cosmetic Institute. 

Mr. Fox testified that the code proposed to take in 
many thousands of establishments which had not been 
able either to study the code or to present their views. 
He recommended that retailers either be excluded from 
the code or that it be rewritten so that they would 
have a chance to vote on the formulation of the pro 
posed code authority. 

He also attacked sharply the provision against rental 
of store window or floor space to manufacturers, say 
ing that would take legitimate revenue from the ‘stores 
and harm manufacturing establishments which cannot 
afford other means of advertising. 

Mr. Eisner went even further in his testimony, ask- 
ing that the hearings be called off and pledging his group 
in advance to accept any code that might be written 
by the N.R.A. in preference to the one proposed by 
the A.M.T.A. 

Sydney Smith, of the Walgreen Co., of Chicago, like- 
wise objected to the prohibition of rental of window 
and floor space, asserting that it violated a fundamental 
right of retailers. 

C. S. Welch, secretary and manager of the A.M.T.A., 
defended the proposed elimination of commissions to 
retail store clerks, or ““PM’s”, on the ground that such 
commissions are ‘nothing but bribery to induce a clerk 
to push one manufacturer’s product against those of 
his competitors.” 


Suggest Single Group Code 


Earl Means, speaking for the Bristol-Myers Co., testi- 
fied that the open price system set up by the code was 
nullified by the provision allowing demonstrators, say- 
ing that the demonstrators in 
effect would permit manufacturers to give any discounts 
that they wished. In further testimony Mr. Means 
opposed the stipulation of a flat charge of 5 per cent 
for reconditioning of 


allowance of pay for 


returned merchandise, holding 
that this charge was a matter for manufacturers accept- 
ing such returned goods to decide. 

Mr. Means also joined with Ralph H. Aronson, of 
Bourjois, Inc., in suggesting that the toilet goods indus- 
try code be scrapped and that this industry be placed 
under the code for packaged medicines. 


Medicine Code Also Controversial 


However, the hearing on the code for packaged medi 
cines brought out almost as much contention as the 
one for toilet goods, revolving principally around the 
price provisions, with Mr. Fox again taking the lead, 
this time in criticising the price provisons of the code. 

Frank A. Blair, president of the Proprietary Associa- 
tion of America, who presented the packaged medicine 
code, pointed out that it provided for the calling of a 
conference of dealers for the purpose of ‘defining and 
establishing price standards,” while fixing a flat limit of 
21 per cent on discounts by retailers below established 
“standard” retail prices advertised by manufacturers. 

Mr. Fox termed this “nothing but price fixing,” add- 
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ing that such a provision probably would be illegal and 
that retailers would not consent to the proposed con- 
ference. 

“This proposal,” he said, “raises the ghost of the 
Capper-Kelly bill, and that ghost should be laid for all 
time and not be permitted to haunt us longer.” 

Mr. Fox requested that all price provisions be elim- 
inated from this code and that the code administration 
require packaged medicine manufacturers to present an 
analysis of production costs showing the relation be- 
tween expenditures for labor, merchandising, advertising 
and distribution. Finally, he charged that prices for 
packaged medicines had remained “at 100 per cent 
through all the years of the depression.” 

Mr. Blair replied to the last contention by testifying 
that employment in the packaged medicine industry had 
dropped only 10 per cent from 1930 to Sept. 1, 1933, 
while the output of packaged medicine manufacturers 
had dropped 55 per cent. 

Mr. Means appeared at this hearing to give full sup- 
port to the code which he said would benefit manu- 
facturers, retailers and consumers and correct a con- 
dition under which packaged medicine prices have be- 
come a “football” for those attempting to push sales 
of other items. He testified that packaged medicine 
prices are “just as uneven as they can be,” saying that 
he knew of one instance where a toothpaste manufac- 
tured to sell for 50 cents per tube was sold as low as 
75 cents per dozen tubes. 


A. M. A. Represented 


Among a large group of other witnesses, Dr. William 
C. Woodward, speaking on behalf of the American 
Medical Association, asked that the code be tightened 
to provide for the “cleaning up of the industry,” testi- 
fying that its provisions in many respects fall short of 
the requirements of laws in many States. 

Neither the hearing on toilet goods nor that on 
packaged medicines was definitely concluded, both be- 
ing recessed subject to call by the deputy administrators 
in case further hearings are requested. (The amended 
code for the toilet preparations industry appears on 


page 619.) 


Collapsible Tube Code 


The hearing on the code for the collapsible tube in- 
dustry brought out the interesting fact that the eighteen 
members of this industry, all members of the Collapsible 
Tube Manufacturers Association, employ a. slightly 
larger number of workers now than in 1929, the pres- 
ent total being given as about 1,600 workers. 

This entire industry is working under the President’s 
Reemployment Agreement, on the basis of which wages 
are said to have been raised 15 per cent above the de- 
pression low, and under the code endorsed unanimously 
by the industry’s members wages would be increased a 
further 8 per cent. This was testified to by Melville 
D. Church, secretary of the association. 

Incidentally, Mr. Church, testifying before Assistant 
Deputy Administrator Wilson Pritchett, said that he had 
taken under advisement opinions that the code might 
contain inequitable restriction on membership in the 
association. 

He said this question would be laid before the mem- 
bers of the association as soon as they could be got to- 


°§ Essential Oil Review 























































gether, after it had been raised by W. 
Pilcher, a legal advisor of N.R.A. 
Among the most important provisions of this code, 
so far as self-regulatory measures are concerned, is one 
prohibiting the giving of allowances for the return of 
shipping containers. These allowances were described 
as one method used by some manufacturers to give 


B. Campbell 


excessive rebates to dealers. This provision ties in with 
a flat prohibition in the code of sales below cost of 
production. 

Mr. Church pointed out, in response to questions, that 
this industry had virtually no problem in connection 
with returned goods or dropped lines, since practically 
all tubes are made to order over special specifications 
made by customers. 


Wage Differences Wide 


Discussions of wages at the code hearings brought 
out rather striking differences between wages proposed 
in the toilet goods code and those provided in the col- 
lapsible tube operations. The former code provides for 
minimum wages of 35 cents in the North and 30 cents 
in the South, (Now amended to 32'/2¢ as reported in a 
complete survey of the amended code in this issue.— 
Eprror) while J. M. Buck, Jr., of the Plough Co., 
of Memphis, testified that the Southern rate should be 
dropped to 25 cents. On the other hand, the collapsible 
tube code has no geographical distinction, but provides 
for minimum wages of 40 cents per hour for men and 
3§ cents for women on the basis of a 40-hour week. 
This code, too, contains the unique provisions that a 
few old or partially disabled employees may be em- 
ployed at 80 per cent of the minimum rate. 


Food and Drugs Bills 


The impression is growing more and more prevalent 
that chances for a new Food & Drugs Act to be passed 
at this session of Congress are remote. After a White 
House conference, Senator Copeland intimated that a 
third revision of his bill would be introduced and hear- 
ings on it begun in the near future. At the same time, 
the Senator avoided saying that Mr. Roosevelt would 
make the bill an Administrative measure or that he had 
approved it in detail, the while leaving an implication 
that such was the case. It may fairly be said that no 
bill has been endorsed by the White House and that 
there is as yet no Administration Food and Drugs Bill. 
Anxiety to get other more pressing matters out of the 
way and Congress adjourned at a reasonably early date 
now seems likely to result In postponement of action 
on food and drugs until the next ¢ ongress. Predictions 
of rapid passage of the measure seem too optimistic. 

Proposals to place an excise tax of Se per pound 
which would amount in some cases to more than 100 
per cent on fixed oils for the soapmaker have aroused 
keen opposition on the part of the consuming interests. 
It is pointed out that these oils are not direct competi- 
tors of cotton and corn oils w hich the tax is supposed 
to protect from foreign competition and that, in the 
soap industry particularly, these oils cannot be sub- 
stituted for each other since each has different charac- 
teristics in the soap kettle. Agricultural interests, on 
the other hand, continue to press for enactment of the 
high tax with some prospects of success. 
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Chanel’s New Lipstick 
Chanel, Inc., New York, has just brought out 
a new lipstick charmingly packaged in an ivory 
The 


shown in the photograph above, is an addition 


and black metal case. new item, which is 


to the “Glamour de Chanel” line, and comes in 


a handsome, white paper box, trimmed with black. 





Lentheric’s Shade Selector 


New York, 


plastic material in the construction of its new lipstick 


Lentheric, Inc., makes further use of 
shade selector, a practical and handsome object, shown 
above. 
mirrored stand which is equipped with every testing 
requisite—plastic boxes of ‘shade testers” and cleansing 
pads, lotion for removing lipstick, and the lipstick. 
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Ivory and black is the color scheme of the 


New Products| 1 


N the following columns appear descriptions of 
various new products recently placed on the 
market by perfumers and manufacturers of 


branded toilet goods. These new products have 


Salon Facial Package by Gray 
Illustrated below is the new “Salon Facial Package” 
put out by Dorothy Gray Co., Ltd., New York, which 
contains three basic preparations for daily skin care in 
the company’s familiar containers. The paper box comes 


in two forms, ivory and black for dry skin, and peach 


and black for normal and oily skins. 





Charbert’s ‘““‘Drumstick” Products 


Cleverly conceived, indeed, are the new bath and 


face powder packages of Parfums Charbert, Inc., New 


York, which are shown below with the well known 


“Drumstick” lipstick. The distinctive red, white and 


blue paper boxes simulate drums—even to the cord 


stringing. The metal lipstick case has a similar design. 





The 


American Perfumer 


ts} and Packages 








recently been featured in retail merchandising 
campaigns, and the information is presented from 
the standpoint of the consumer and through the ra 
hind co-operation of the manufacturers. LONE 
Coty Introduces Face Powder Trio 
A trio of strikingly designed face powder boxes has 
been introduced by Coty, Inc., New York. The de- 
signs on the paper boxes are adapted from three per- 
; fume packages. “Paris” scented powder, accordingly, 
is French blue, silver and gold, as may be seen below. 
“L’Aimant” scented powder comes in a box of mosaic 
design in red, gold, ivory and black, and “Emeraude” in New Extract Packaging 
a Persian pattern of green, gold and red. 

Additional evidence that extracts are coming 
in for their share of packaging attention are the 
modern glass containers adopted by the Jewel Tea 
Co., Barrington, Ill., as shown above. These 
handsomely designed bottles of tapered lines and 
broad, stable bases have metal, screw-type caps 

3 and modernistic, printed paper labels. 
D’Orsay’s Attractive Powder Boxes 
D’Orsay Perfumeries Corp., New York, has recently 
introduced to the trade attractive new bath and face 
powder packages, illustrated below. The paper boxes 
are an excellent job in simulating fine pigskin, both 
in texture and color. A silver-colored foil rim around 
the lower edge of the drum relieves the solid color. 





Yardley Brings Out New Sachet 
A new lavender sachet, presented in the form of 
compressed lavender tablets in dainty little bags, as 
shown above, has been brought out by Yardley & Co., 
Ltd., New York. The bags are of a deep cream shade, 
stitched with mandarin-colored silk. Six tablets are 


offered In a paper box with a color scheme similar to 





that of the bags. 
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New Design for “Burma Shave” 


The Burma Vita Co., Minneapolis, Minn., has com- 
pletely repackaged its ‘Burma Shave,” as shown above. 
The paper cartons now are of a deep blue with gold 
trimming and decorated with Burmese scenes. The 
ribbed glass jar has no label, the trade name _ being 
raised in the glass, and the only directions for use being 
on the metal cover. The tin tube, with a_ plastic 


closure, is of the same color scheme as the cartons. 


Havalite Has Interesting Novelty 
Havalite Products € O., Rochester, N. a has devel 


oped a very interesting little novelty in the form of a 


pencil, cigarette lighter and lipstick combined. 





New Products by J. R. Watkins 

The J. R. Watkins Co., Winona, Minn., has placed 
1 number of new, nicely packaged items on the market 
under both its own and the “Jean Wade” trade marks, 
as shown above. Distinctive silver, blue and_ black 
paper labels feature the “Jean Wade” almond cream 
and cleansing cream glass containers, which are equipped 
with black metal closures, while the silver paper pow 
der box carries a design similar to that of the labels. 
The Watkins hair preparations come in glass jars with 
black metal closures and printed, blue and white paper 
labels, and the opal cream jar has a similar closure, 
but a lavender and yellow label. The glass lotion 
bottle is featured by an attractively designed, printed 
paper, lavender and yellow label and_ silver-colored 
metal cap. The tin talc container is of modernistic 


design with a lavender and white color motif. 
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Primrose Offers New Cream 
“Primrose House Delv” is the latest creation 
of that company which is located in New York. 
The new product is packaged in a handsome, white 
opal jar with a black metal, screw-type closure. 
A printed, gold foil label, with black lettering, 


adds a distinctive touch to the jar, shown below. 





New Bulk Perfume Dispenser 

Perfumes of the Orient, Ltd., New York, has 
brought out a unique, finely fashioned stand for 
dispensing perfume in bulk. As may be seen in 
the illustration below, the stand consists of glass 
trays, reinforced by metal, which hold the atom- 
izers for distributing the essences. Lights under 
the base and at the top of the stand convey 
a pleasant glow. The glass atomizer bottles are 


attractive with their blown in labels. 
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Code for Industry Completed 


Redraft Made Following Hearings Last Month Bans 
Hidden Demonstrator But Delays 
PM Provision Six Months 


OLLOWING the extensive public hearings on the 

cosmetic code in Washington last month, at which 

considerable opposition to some of the trade practice 
provisions was voiced by several prominent manufac- 
turers and by the Retail Dry Goods Association, the 
Deputy Administrator in charge of the hearing drafted 
a code which embodies virtually all of the suggestions 
made on trade practices although it stays a proposed 
ban on PM’s for a period of six months. 

This action, it is understood, was taken by the Admin- 
istrator to compromise differences between conflicting 
groups in the industry and also in the belief that the 
open price provisions, which compel the publication of 
all discounts and payments together with statements 
of the purpose of such discounts and payments, will 
correct the evils of the PM system and make definite 
action upon that one feature unnecessary. 


Wage and Hour Provisions 


Following is a summary of the wage and hour and 
other routine provisions of the code, while the trade 
practice provisions which were principally in contro- 
versy are quoted in full. 

The first two articles recite the purpose of the code 
and define the various terms used in it. Following is 
the section on hours which permit 40 hours per week 
for factory employees, 48 hours per week for watch- 
men, firemen, engineers and outside service employees. 
Exempted from the 40 hour provision are pharmacists, 
chemists, executives and research and scientific workers 
earning more than $35 per week. A further exemption 
permits employees working on continuous process opera- 
tions to work a maximum of 12 hours in any one day, 
but the total shall not exceed 40 hours per week. 
Emergency maintenance and repair work is provided 
for, but overtime in such cases shall be paid for at 
the rate of time and one-third. During a peak period 
not to exceed eight weeks in any one year employees 
are permitted to work 48 hours per week. 

Wages are to be at the rate of 35¢ per hour, ex 
cepting in the South where they are to be 3 
hour. Apprentice office workers and beginners or learn- 


2! 2¢ per 
ers may be paid 80 per cent of this minimum, but the 
total employees so classified may not at any time be 
more than five per cent of the total number employed 
in the establishment. 


General Labor Provisions 


Persons under 16 years of age may not be employed. 
Persons under 18 years of age may be employed but 
not at hazardous occupations or those dangerous to 
health as provided by the code authority. The code 
authority shall establish standards of safety and health 
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to which all employers must adhere. No homework is 


to be allowed in the industry. 


The Code Authority 


The code authority shall consist of not less than 
seven or more than ten persons. Seven members will 
represent the industry, and the Administrator in his 
discretion may appoint three. The industry members 
are to be selected as follows: Upon approval of the 
code, the code committee and the Industrial Adviser 
of the industry shall select 28 names of individuals 
identified with the industry, not more than 12 of 
whom shall be members of any one trade association. 
This list together with company and trade association 
afhliations shall be printed on a ballot along with seven 
blank lines and a certificate of assent to the code. 

All members of the industry shall receive this ballot 
by mail. They may sign the assent and vote for seven 
members either by voting for printed names or writing 
in other names, those receiving the highest number 
of votes to be elected excepting that not more than three 
The mem- 
bers so selected will serve for one year. The code au- 
thority will have the usual powers of administration of 


may be members of one trade association. 


the code and in addition to appoint members to serve 
on the Drug Industry Coordinating Council which may 
be established as a planning and coordinating body for 
the entire drug industry. 


Trade Practice Provisions 


The trade practice provisions beginning at Article 
VII of the code are as follows: 

ARTICLE VII—TRADE PRACTICE PROVISIONS 

The code authority shall collect evidence as to the 
effect of the following trade practice provisions in cor- 
recting the competitive abuses in this industry. The 
code authority shall report to the Administrator six 
months after the effective date of this code, or before 
if the facts warrant, on the conditions in the industry. 
If the trade practice provisions in this code are not 
adequate to correct the competitive abuses, the code 
authority shall recommend such modifications of or ad- 
ditions to the trade practice provisions which they deem 
necessary and upon approval by the Administrator, after 
such hearings as he shall specify, such recommendations 
shall become operative as a part of this code. 

Section 1. (a) Where a commodity or article sold 
by a member of the industry bears (or its label or con- 
tainer bears) the trade mark, brand, or name of the 
producer or owner of such commodity or article it 
shall be sold only on the basis of open prices to those 
engaged as primary distributors of its products, clearly 
setting forth the basis for granting of discounts, speci- 
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fying the particular function which must be performed 
or the quantities which must be purchased, which are 
uniform to all trade buyers of the same class of dis- 
tributors and which are strictly adhered to while effec- 
tive 

No member of the industry shall offer a discount, 
payment, or allowance on a functional basis except 
where an effective means exists for assuring the code 
authority that the function for which the payment is 
made can be actually and faithfully performed. 

(b) The term “open prices” as used in this section 
means a price list which is published by each member 
of the industry for the equal information of all primary 
distributors in the separate or the several classes of 
primary distributors, and which states all the prevailing 
terms of sale for the separate or the several classes of 
primary distributors. 

(c) This section shall be strictly construed to pro- 
hibit any direct or indirect price concession and/or 
payment of compensation for the functions performed 
by those engaged as primary distributors which is not 
declared in the published price list. The term “indirect 
price concession” as used in this paragraph means any 
concession or payment indirectly made by a member 
of the industry to a primary distributor or his agent, 
or his employee, through a rebate or allowance or com- 
mission or PM’s or refund or payment or deal or gift 
or by any other means whatever. 

(d) Nothing in this section shall be interpreted so 
as to limit the right of a member of the industry to 
select or classify his primary distributors as he shall 
see fit. 

(e) Each member of the industry shall file his cur- 
rent price list with the code authority within thirty 
(30) days after the approv al of this code. Each mem- 
ber of the industry shall file (by registered mail) any 
subsequent revision of such price list with said code 
authority. 

(f) Within thirty (30) days after the effective date 
of this code, every member of this industry shall file 
with the code authority all brand names owned or used 
by them. And thereafter new trade marks, brands or 
trade names shall be filed with the code authority within 
five (5) days after the adoption thereof. 

This section shall not apply to the sale of private 
brand products on contract by a manufacturer of pri- 
vate brands to the owner of such private brand, nor 
to the sale of products for export, nor to bids sub- 
mitted to governmental units. 

Section 2. (a) No member of the industry shall give, 
permit to be given, or directly offer to give, anything 
of value for the purpose of influencing or rewarding 
the action of any employ ee, agent, or representative of 
another in relation to the business of the employer of 
such employees, the principal of such agent or the 
represented party, without the knowledge of such em- 
ployer, principal, or party. Commercial bribery pro- 
visions shall not be construed to prohibit free and gen- 
eral distribution of articles commonly used for adver- 
tising except so far as such articles are actually used 
for commercial bribery as hereinabove defined. 

(b) No manufacturer or his agent shall pay PM’s 
or commissions directly or indirectly to employees of 
retail dealers to influence the sale of his products. 

(This paragraph [b] is stayed for a period of six 
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months after the effective date of this code, and shall 
go into effect at the end of this period only upon the 
approval of the Administrator after such hearing is he 
shall deem necessary, provided the code authority shall 
have presented to the Administrator sufhcient evidence 
to justify such approval. ) 

Section 3. (a) No member of the industry shall em- 
ploy or permit to be employed for him any demon- 
strator or sales employee in a retail establishment whose 
salary is wholly or partially directly or indirectly paid 
by the manufacturer or his agent to work in such retail 
establishment unless such demonstrator or sales em- 
identified to the public 
as the employee or agent of the manufacturer; pro- 


ployee is clearly and openly 


vided, however, that the demonstrator shall be available 
at all times for the sale of the member’s merchandise. 

(b) The payment of wages of a demonstrator or 
special sales representative by the manufacturer in a 
retail establishment whose identity is clearly and openly 
disclosed to the public as being an employee or agent 
of the manufacturer shall not be considered a form of 
unfair trade practice or of price discrimination. 

Section 4. (a) Cooperative advertising, the expense 
of which is borne or shared by the manufacturer and 
retailer, shall not be considered a form of price dis- 
crimination, but no payment shall be made for coopera- 
tive advertising until the member of the industry has 
received proof of insertion and statement of the cost 
of such advertising and the member of the industry’s 
share thereof. 

(b) No member of the industry or his agent shall 
make payment for advertising, where such payment is 
made for the purpose of paying for the services of a 
special demonstrator or for the payment of PM’s or 
other gratuities to the dealer’s employees. 

Section 35. 
forms of printed or oral recommendation of products 


The term “advertising” shall include all 


manufactured or controlled by the member of the in- 
dustry and shall include publicity of all kinds, includ- 
ing newspaper and magazine advertising, circulars, labels, 
booklets, radio advertising, and statements made orally 
in the promotion of sales of such products by salesmen 
or others employed directly or indirectly by a member 
of the industry. 

(a) No member of the industry shall make or cause 
or permit to be made or published any false, untrue, or 
deceptive statements by way of advertisement or other- 
wise concerning the grade, quality, quantity, substance, 
character, origin, size, or preparation of any product 
of the industry having the tendency and capacity to 
mislead or deceive purchasers or prospective purchasers 
or to affect injuriously the business of competitors. The 
truth of an advertisement shall be judged by itsyin- 
tended effect as well as by a literal rendering thereof, 

(b) No member of the industry shall use fictitious 
or deceptive prices in advertising or selling merchandise, 
such as afhixing labels to merchandise with fictititous or 
deceptive prices theron. 

Section 6. (a) No member of the industry shall use 
advertising or other representation which refers in- 
accurately in any material particular to any competitors 
or their commodities, prices, values, credit terms, poli- 
cies, or services. 

(b) No member of the industry shall brand or mark 
any commodity in any manner which tends to deceive 
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or mislead purchasers with respect to the brand, grade, 
quality, quantity, origin, size, material content, or 
preparation of such commodity. 

(c) No member of the industry shall, in selling or 
idvertising his merchandise, offer said merchandise as 
copies, blends, reproductions, or imitations of another 
member of the industry where the name or brand of 
such other member of the industry is used without his 
consent. 

Section 
hold from or insert in any quotation or invoice any 


No member of the industry shall with 


statement that makes it inaccurate in any material par 
ticular. 

S-ction 8. No member of the industry shall procure, 
otherwise than with the consent of another membet 
of the industry, any information concerning the busi 
ness of such other member which is properly regarded 
by it as a trade secret or confidential within its organi 
zation other than information relating to a violation 
of any provision of the Code. 

Section 9. No member of the industry shall accept 
return of merchandise, by the vendee, damaged or shop- 
worn without previous written authorization by the 
said member of the industry. A charge to cover the 
cost of reconditioning and handling such merchandise 
shall be made. 

The remaining five articles of the code are the pre- 
scribed forms covering modification, monopolies, etc., 
price increases, subterfuges to frustrate the purpose of 


the code and effective date. 





Meeting of Michigan Association 


Thursday, January 8, the Michigan Cosmetic & Ex- 
tract Association held its first anniversary meeting. The 
new president, Roy Colter, and his fellow officers were 
very much elated over the fine turn-out while the ther 
mometer was hovering around fifteen below. 

D. E. Picciano, vice president of Campagnie Parento, 
Inc., New York, gave a very interesting and educational 
lecture with motion pictures showing the cultivation, 
gathering and distillation of rose, lavender and other 
essential oils, and also the manufacture of aromatic 
chemicals. 

Among other matters taken up after dinner was that 
of p.m.’s for retail clerks, and on which the association 
decided to withhold its final decision until the next 
meeting which will be held March 9. 

Guests extraordinaire were F. C. Theile, president of 
P. R. Dreyer, Inc., New York, and Father Adam Kelle: 
of the Unis ersity of Detroit. 





Wins Verdict in Negligence Case 

Damages to the amount of $2,279 were awarded re 
cently to Natalie Albini, of Los Angeles, against 
Mondaine Products Corp., of New York, in a negligence 
case. The suit was brought by Miss Albini against 
the May Co., Los Angeles department store, and the 
Mondaine Products Corp., charging that a clerk in the 
store negligently handled a bottle of nail polish re 
mover, spilling it over the defendant’s face and causing 
a severe burn. Failure of the Mondaine Products Corp. 
to appear or offer any deposition resulted in a default 
judgment on behalf of Miss Albini. 
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Drug Dinner to Set Record 
Mo! than a thousand executives in the drug trade 


in New York and throughout the country are 
expected to attend the annual Drug Trade Dinner to 
be held at the Waldorf-Astoria, New York, the evening 
of March 8. 
record of 800 in attendance will be broken by more 


Reservations indicate that last year’s 


than enough to carry past the 1,000 mark. 

The committees in charge of the affair have arranged 
for the usual reception and have secured figures of 
national importance as speakers. Lee H. Bristol, of 
Bristol-Myers Co., New York, a past president of the 
National 


toastmaster and Postmaster General Farley will be the 


\ssociation of Advertisers, will preside as 





¢ 


Lee H. Bristor 


Hon. James A. FARLEY 


principal speaker. A humorist of high reputation will 
complete the list. 

Invitations to the heads of national and local asso- 
ciations in the drug trade have been sent out and the 
response has been extremely gratifying. It is expected 
that practically all of these prominent executives will 
attend along with large delegations from Boston, Phila- 
delphia, Chicago and other drug trade centers. Interest 
out-of-town is reported to be greater than ever and 
ittendance from other cities will undoubtedly set a 
new record. 

Reservations for the dinner should be made promptly 
and may be sent to Ray C. Schlotterer, secretary, New 


York Board of Trade, Inc., 41 Park Row, New York. 





Six Held in Toothpaste Theft 


Six men were arrested February 12 in connection with 
a series of thefts of toothpaste from the Jersey City 
plant of Colgate-Palmolive-Peet Co. during the last six 
months. The stolen merchandise was valued at $37,000, 
and had been mailed out of the plant, according to 
Jersey City police. 

Two employees of the plant, Thomas Conroy, 26 
years old, 110 Bright street, and Thomas Patey, 29, 128 
Bright street, both of Jersey City, were held on charges 
of grand larceny. The other four were charged with 
having received stolen goods. They are: Joseph Alonzo, 
69, and his son, Frank, 39, both of 42 King street, Man- 
hattan; Dennis Rohan, 30, 518 West 204th street, 
Manhattan, and Ralph Kahn, 40, 2121 Westbury street, 


Brooklyn. 
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Getting a Start in Toilet Goods 


A Discussion of the Requisites and Elements 


of Packaging the New Line 
by Ruth Hooper Larisson 


OME years ago we heard a lot about the “adver- 

tising game”’. Finally people found out that 

it wasn’t a game at all and now the term sounds 
strangely dated. If all the people who 
have crashed the toilet goods “game” in 
the last ten years could be as good an 
object lesson for the new crop of hope- 
fuls as the ones who out and published 
the fact that 
there would be a lot more sleep at night 
breaths drawn. No. 
a game, although it 


advertising isn’t a game, 


and a few easier 
Toilet 


seems to have rules and pretty stiff ones 
at that—rules that are growing stiffer of 


goods isn’t 


their own momentum every year. 

So if you are considering the toilet goods 
business, just stop, look and listen, brother, for it’s not 
a game any more! You won’t have any spare time to 
put your feet on the desk and meditate on the two 
hundred per cent profits that will roll in. It’s even 
whispered that there’s a shortage of red ink these days. 
While I am not a professional recorder of tombstones, 
I still maintain there are more marble slabs in the 
industry than in any other—simply because it looks 
easy from the outside. 

Most of you who are reading this article are already 
in the business and wondering why I should be talking 
this way to you. But we are all being asked continually 
what the chances are for somebody else to get into the 
business, generally someone without a dram of experi- 
ence. So you might pass this bit of contemplation on 
to the man who needs it. You who are soundly estab- 
lished will doubtless stay put! The last thing I want 
to do is to be unfairly discouraging. 

Let us consider a new toilet goods business primarily 
from the standpoint of the package and only touch 
on such other points as are relevant to the dress of the 
product. The package has grown in importance. Today 
it’s first base of the ball game. If you can’t make 
first base, you can’t make third! And there’s no chance 
for a home run under any circumstances. Looking first 
base over, this is what we find. 

The package from a 1934 point of view is a highly 
complicated scientific matter which the president of 
the company better not try to design and which the 
president’s wife alone shouldn’t pass on. In fact, it is 
so complicated that no one single set of rules or stand- 
ards can be set up and applied arbitrarily, which, of 
course, would make it a simple, routine process. Like 
public accounting, it is difficult to the outsider but 
commonplace to the expert. For the real expert never 
considers a package commonplace—not for an instant. 
Each new package is an important new adventure—a 
Columbus adventure with the hope of discovering a 
new continent but the fear of reaching only the out- 
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skirts of his old home town and maybe not that far, 


Suppose Mr. A has decided to enter the toilet goods 
business. 


And just because we like fairy godmother 
stories let’s say he has been advised cor- 
rectly not to attempt a new business on 
merely a theatrical name of the second 
magnitude, nor a dug up title from his 
ancestral tree, nor a block of cash money 
that some weak-minded friend has of- 
fered to “get him started” (getting started 
is such a little part of it). Companies based 
on titles and actresses’ names don’t succeed 
because of them but because of sound busi- 
ness planning, good products, well pack- 
aged, well distributed and well publicized. 

Let’s say that Mr. A has been safely 
landed in the hands of a good creative chemist with 
some worthwhile formulas that work not only in the 
laboratory but in the factory (such a difference!). Now 
he has a business, a name for it, and the products. 


May we hold up our story long enough to say 
another word about the products? Today, particularly, 
this business takes more than just another cleansing 
cream or cold cream, more than just another face 
powder. It is crying for really improved products— 
not better than someone’s else; not better than anyone’s 
else—but the best that can be made. And I don’t 
mean a detail of improvement only. I mean actually 
more effective products whose good points the public 
can recognize without a magnifying glass. The con- 
cocted improvements which are just copy slants make 
the product a cripple and its advertising a crutch. The 
advertising need only echo the demonstrable features 
of the product in order to be successful. The product 
should certainly be a needed one, and that need should 
first be thoroughly established through a comprehen- 
sive research investigation with consumers and retailers. 


Now that Mr. A is convinced he has just the right 
sort of a product, let us get on with our troubles. How 
is he going to package it? He has thought about it so 
much that perhaps he has some ideas of his own. Fine. 
Constructive thinking on his part will be very helpful 
to the package designer. 
related data he can, assemble it logically and have every 
one connected with the job study it thoroughly. 


He is going to gather all the 


When you look around at some of the packages on 
the market, some of the orphan-like packages, you feel 
sorry because their companies thought so little of them 
as to turn them loose looking like that! Like kids 
going to school with dirty faces, tangled hair and holes 
in their stockings, leaving their books behind them 
and arriving late. Other kids artificially dressed in 
party clothes, little girls with made up faces, lessons 
unprepared .. . other packages are like that, not merely 
neglected, but artificially dressed in party clothes, false, 
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inappropriate to the product, and killing confidence as 
they go. 

And since we know that the best of us make mis- 
takes, it’s safe to see how many of those mistakes can 
be eliminated before they get to the surface. Com- 
petition coupled with a finicky public is making the 
going harder every day. And when your package comes 
up to bat along with countless other similar products, 
many of them already big business getters, and dis- 
played on the same counter with it, just visualize the 
competition of package appearance which will be the 
first crisis in your pet’s life. Can your package take 
it? All the previous headaches you have had in its 
behalf, all the problems you have anticipated and 
avoided will become secondary for the time being to 
that salient feature of eye appeal. 

Eye appeal of your package will cover a wide scope 
of territory. Such things as size, color, shape, tempo of 
design, texture of materials used are basic points in the 
battle of competition. Eye appeal is the natural fore- 
runner of “hand” appeal. Will the customer want to 
take it in her hand, and will she like the “feel” of it. 
When she raises it to her nose (as they do even though 
it is cellulose wrapped) will that experience satisfy her? 
And then.... 
to my mind, are the psychological steps in the con- 
sumer’s approach to a new package. The idea of the 
product may have been sold her, and yet she won't 
make the purchase because one of these reactions is 
negative. Of course, we all know the repeat business 


will she visualize herself using it? Those, 


is more dependent on the product itself than on the 
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package, but the package can easily limit the repeat 
business, even destroy all hope of it. Likewise there 
is no chance for repeat business until the first sale is 
made! And the first sale depends to a tremendous 
extent upon the package. 

The larger manufacturers go through what might 
seem to the uninitiated a mountain of research and in- 
vestigation before bringing out a new toilet goods item, 
and then they find themselves making small adjust- 
ments in both the package and the product after it 
has been on the market a while. This is sometimes 
carried even to the point where two package designs 
are actually carried to the consumer to let her select 
the one she prefers with a resulting substantial increase 
in the sale of the product after the change-over to the 
new package design. When the largest and most suc- 
cessful companies follow this system, it certainly should 
be given more than a passing comment by the unex- 
perienced, small or new company. 

“Well, we are just going to start in a small way.” 
I have heard this said more times than I can count. 
Yes, they have such a limited capital to start the new 
business that the first steps must be very modest. BUT 
——the more limited the capital, the more vital is the 
dollar for dollar return on every cent they spend. Surely 
it is worth spending five cents to find out definitely 
whether you should spend your five dollars? Yet in the 
face of this fact new companies go down in defeat. 
As a champion for first class toilet goods, I unhesi- 
tatingly want to say here that it leaves a scar on the 
industry as a whole because the public has become very 
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conscious of these unsuccessful items. A handful of 
dissatished customers here and another handful there 
begin comparing notes, become failure conscious and 
start looking for chances for dissatisfaction in the per- 
fectly worthwhile enterprises in the industry. 

I think we might make a general grouping of the 
important steps in a packaging undertaking in some- 
thing like this order. Product first (by all means). 
Make sure it is right in every respect. The quantity 
to be packed in each unit is of vital importance. Either 
too much or not enough can harm the sales radically. 
The type of container is of next consideration. The 
materials manufacturers will be helpful in advising 
whether or not your product will be safe, unchanged 
and adequately carried in their various containers. But 
don’t stop there. Make tests yourself or have some 
competent person do it for you. 


Name of the Product 


Now comes the name of the product, unless along 
with the idea of the product a name suggested itself 
and has been decided upon. Giving the name attention 
and investigation (as to its useability, whether it is al- 
ready protected by some other manufacturer or not, 
etc., etc.) is a more scrious matter than is sometimes 
realized. The trade mark for the product may be the 
name itself. It may be a design motif or a combination 
of both name and design. The closer it ties in with 
the name and identity of the product the stronger its 
appeal to the public and the more lasting its influence. 
The Charles of the Ritz trade mark is an ideal example 
of product identification. That particular trade mark 
not only suggests toilet goods but hair products, and its 
simple beauty cannot be misappropriated easily. 

The design and shape of the container to be used 
must also be closely related to the label and, the other 
way around, the label closely related to the container. 
The lettering on the label, box or carton can also be 
of trade mark value to you. The less text matter, the 
more likely it will be read. Extravagant claims inspire 
mistrust. Clear, simple statement of facts will put the 
customer in a receptive mood and draw her confidence 
to the product. 

The most important rule in packaging is really ap- 
propriateness of dress. For instance, gold and silver 
labels are for perfumes, not hair preparations. Good 
taste in packages means more than good label design, 
it means suitability for the product. Such suitability 
Lettering on the 
label is as important as texture of the label, or “feel” 
of the package in general. 


the public won’t tire of so quickly. 


Imagine an extremely deli- 
cate, decorative and fastidious script lettering for the 
label wrapping potatoes? It is as foreign to them as a 
raw Cooper-black style of letter on face powder labels. 
Such extremes no one would think of using, but the 
possibilities in between these two for appropriateness 
The con- 
sumer won’t know what’s wrong with the package, 


and bad taste are as vast as the Atlantic. 


but will register rejection by buying something else. 
Such an analysis is for the package laboratory not for 
the sales counter. 

Check each step of your plan and investigate as much 
as necessary to confirm your decisions about the ap- 
Revise your plan 
Don’t 


pearance, size, etc., of the package. 
freely when it conflicts with your findings. 
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depend on someone else entirely to determine the con- 
clusions of your investigation. And remember there 
are always so many sides to every argument and ever 
so many conflicting points of view that you will have 
to do some hard independent thinking to arrive at 
sound conclusions for yourself. Just because you have 
a liking for blue on a package, for instance, it isn’t 
reason enough to offer a blue bath soap package to 
your customers. That doesn’t mean that blue isn’t a 
swell color for lots of products! It means you can’t 
trust either your Own oF any other single judgment. 

W hen you have gotten this far in the production 
plans for a new package, make this test. Mentally 
replace the product name you have decided upon with 
a second choice. Study the result. Will the presenta 
tion be less forceful or does it more nearly express the 
product? Has some quality of power been lost? Has 
its identification been confused or re-established with 
added strength? Now use the original name decided 
upon with some other design motif as a trade mark. 
What are the results this time? Have you weakened 
the mark as a whole, improved it, or neutralized it? 
Irrespective of the replacement of another name or an- 
other mark, has a certain original strength of identity 
been preserved so that you would have recognized the 
product had you been a customer, even though it had 
gone through those very steps after its entrance on 
the market? How do you know what even the imme- 
diate future may hold for your product? 
should be prepared! 


You really 


Importance of the Trade Mark 


Try this same acid test on well known packages and 
trade marks. The package design of “Ipana’”’ tooth 
paste might bear any other name, but you would re- 
member at a glance that the design belonged to “Ipana”. 
The mirror surface on the box of “Mon Image”’ per- 
fume by Lucien Lelong is an enduring trade mark in 
itself. Sometimes the simplest ideas and design motifs 
will do this trick of dramatic identification for you. 
They aren’t always easy to arrive at, but when you 
find one, direct every effort to use it as the center 
point of importance in your package. It becomes the 
keynote to which everything else must be tuned or 
Always 
maintain a center of interest of some kind; the name, 
mark, shape of the package, or some vitally significant 
thing about which all other elements revolve. Let it 
become the center of a universe with everything else 
maintaining its rhythmic relation to that central point. 
It’s a cruel thing to say, but too many good ideas in 


there will be discords about the package. 


one package can spoil it. Too many themes in one 
song will confuse the melody. 

And the next step is going about the actual buying 
of the package. This can become an almost routine 
job if every step before it has been wisely thought 
through and planned adequately. 

I wish I could give you a foolproof yardstick by 
which to measure the package you contemplate pro- 
ducing. But it just can’t be done. Of course, we 
can all agree on the fundamentals, perhaps, of good 
packaging, but when it comes to the details, each 
package becomes somewhat of a law unto itself, and 
no iron clad rules will work. Experience, knowledge 
and good judgment are the best determining factors. 
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The Threat of the Censor 


Some Suggestions as 


to Ways in Which 


it Can Be Headed Of ; 


by Leroy Fairman 


HE plan to place dominion over a large portion 

of American advertising in the hands of a succes- 

sion of gentlemen of high agricultural experience 
and training is, to say the least, a remark- 
able one. 

In the first place, it is difficult to im- 
agine an occupation less likely than ag- 
riculture to produce men qualified to give 
intelligent judgments upon so_ highly 
specialized and intricate a business as ad- 
vertising is; in the second place, the whole 
idea of censorship is so definitely in bad 
odor with the American people, that any 
new manifestation of it is in itself sur- 
prising. 

On this latter point, it is noteworthy 
that in the field of art the censor has practically dis- 
appeared. Only a few years ago a picture like “Sep- 
tember Morn” created a tremendous flutter in the 
Comstockian dovecotes; now it would cause no com- 
ment if hung on the walls of a nursery. On the stage, 
the lady in tights was formerly regarded as the last 
word in exhibitionism; today ladies without tights, 
and without anything else worth mentioning, create 
no special excitement. In literature, it seems only yes- 
terday that the censors succeeded in having “Jurgen” 
banned, merely because persons of a lively imagination 
might detect a double meaning in some of its incidents 
and descriptions. Now it may be sold as openly as 
Emerson’s Essays. A few days ago the courts gave 
Joyce’s “Ulysses” a clean bill of health, notwithstanding 
the presence in its pages of certain words usually made 
visible to the eye of innocence only as chalked upon 
fences and dead walls by naughty boys. 

Why, then, at a time when an aroused and exas- 
perated public opinion is giving the censorship idea the 
cold shoulder and the sharp elbow, is so strict and rigid 
a censorship over the advertising of foods, medical 
preparations and even cosmetics demanded by certain 
governmental authorities? 

Well, our proprietary friends have long insisted, in 
private conversation at least, that the American Medi- 
cal Association and kindred bodies would never be 
content until self-medication was obliterated—or mini- 
mized to the vanishing point—and that a long step in 
that direction would manifestly be the emasculation of 
all proprietary advertising. Obviously, if it were made 
impossible for the proprietary advertiser to state what 
his preparation was good for, few would buy it, and 
the sufferer would perforce hie him to the medico for 
a prescription. 

Latterly, so the gossips insist, the doctors have also 
become diet experts, and prescribe foods as often as 
they do medicines. Consequently they are becoming 
increasingly peeved because many food advertisers do 
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their own prescribing, and tell us that their yeasts, 
their cereals and their canned goods will cure us of 
everything from indigestion to housemaid’s knee. It 
is not difhcult to see in such advertising 
a distinct infringement upon the physi- 
cian’s prerogatives. 

Thus far the reasoning, though twisted, 
is easy to follow, but why the entire per- 
fumery and cosmetics industry should be 
dragged in is beyond me. Granting that 
the medicos see in the advertising of 
proprictaries and of some foods an invasion 
of their own preserves; granting, if you 
like, that not only the medical fraternity 
but all others WwW ho are backing this censor- 
ship project are actuated by none but the 
most righteous and altruistic motives, what sense is 
there in subjecting the advertising of the entire cos- 
metics industry to the inexperienced and inexpert judg- 
ments of a line of Agricultural Secretaries? 

It is true that many proprietary advertisers have bzen 
guilty of grievous sins in their advertising; it is true 
that some food advertisers have far overstepped the 
bounds of fact and reason; it is true that there have 
been instances of the sale and advertising of toilet prep- 
arations which were injurious to the user, and true that 
some toiletries advertising has made absurd and silly 
claims. 

If present laws are inadequate for the conviction 
and punishment of such offenders, adequate laws should 
by all means be passed and enforced, and the over- 
whelming decent majority of toiletries manufacturers 
would be found solidly approving and assisting in the 
passage and enforcement of such laws. Such is the 
proper procedure, but the censorship idea as at present 
advocated in high quarters is improper, ill-advised and 
oppressive. 

The chief objection to the proposed legislation is 
not that it strengthens existing means of public pro- 
tection against misleading or fraudulent advertising, 
but that autocratic jurisdiction is set up for the jude 
ment of advertising, together with provisions for the 
condemnation of advertising which makes claims of 
beneficial qualities or results that are not scientifically 
demonstrable or cannot be supported by competent 
medical authority. 

Now I would greatly admire to know, as the South- 
erners say, just what constitutes competent medical 
authority. Would Senator Copeland, if he were the 
supreme judge ot advertising, say that the eminent 
Dr. Hay, the Hippocrates of Pocono—now about to 
move his extensive activities into the Senator’s own 
State—was a competent authority? If he decided to 
the contrary, he would arouse a hornet’s nest of in- 
dignation throughout his own baliwick, for it would 
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be a small town indeed, throughout the length and 
breadth of New York, in which there were not to be 
found numerous persons who are ready to swear that 
they owe their health, if not life itself, to the Dr. Hay 
diet system. 

And if Dr. Hay is a competent medical authority, 
how about the equally eminent Dr. Logan Clendening, 
highly honored throughout Illinois and adjoining sec- 
tions? For Dr. Clendening scouts, by plain implication, 
all the Dr. Hay diet ideas, and proclaims abroad the 
theory that folks should eat what they want, as Ma 
Nature is the best judge of such matters. Furthermore, 
Dr. Clendening, in his book ‘‘The Human Body”, as- 
serts positively that, with very few exceptions, there 
is no such thing as constipation! What would he do, 
if he had the power, to all the multifarious constipa- 
tion remedies which now crowd the druggist’s shelves? 
Think that over. 

Not to take up too much space with these recognized 
medical authorities, it should be noted in passing that 
the renowned Dr. Hacket is just out with a book in 
which he proves, to his own satisfaction at least, that 
digestive disturbances are caused by the fermentation 
of carbohydrates—and therefore that all starch foods 
are anathema—thereby flatly contradicting practically 
all other competent authorities in the field. 


Now, if in a matter like diet, which has been the 
subject of close and thorough scientific examination 
for many years, men who have achieved high distinc- 
tion in their profession are in total disagreement, where 
is a medical authority to be found whose word would 
be final, or whose opinion really conclusive, upon the 
many ticklish problems arising in the advertising of 
foods, medicines and cosmetics? And what would hap- 
pen to the unfortunate manufacturer whose product, 
and its advertising, were passed upon by some “au- 
thority” whose pet ideas and theories were in direct 
conflict with the purposes of the product, or the claims 
made for it, or both? Would the advertiser be per- 
mitted to bring forward equally competent medical 
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authorities in his support and 
behalf? If so, before what tri- 
bunal? And would the Secre- 
tary of Agriculture, with no 
medical knowledge whatever, 
be the final judge? 

Aside from the fact that 
competent medical authorities 
can be easily found who will 
offer the strongest proofs either 
for or against any proposition 
that may be put up to them, 
there is another hurdle to take. 
Who—eminent agriculturist or 
eminent medical authority—is 
wise enough to locate the prac- 
tically invisible line between the 
intentionally misleading — state- 
ment and the flowery but harm- 
less exaggeration? 

In the case of some foods and 
proprietaries, what is true at 
one time is not true at another, 
and what is true as to one per- 
son is not true as to another. 

It takes no high medical or other authority to draw 
the line, either. Is there any preparation which will 
in all cases eliminate halitosis? No. Will the use of 
anybody’s bran cure all, or even a majority of cases, 
of constipation? No. Is there any among all the highly 
recommended remedies for hyperacidity that will give 
relief in all cases? No. Is there any preparation which, 
rubbed on the back of your neck at bedtime, will cause 
you to drop off into sweet, dreamless sleep? No. Will 
the use of yeast, or acidophilous milk, correct all, or 
nearly all, cases of intestinal disorders? No. 

What, then, is the advertiser of any of these prepa- 
rations, admittedly efficacious in many instances, surely 
helpful to suffering humanity, to do? To hedge; to 
modify or qualify his copy, is to rob it of all convinc- 
ing, all selling power. And even the mildest, most 
innocent claim might ultimately be passed on by some 
medical authority who would hold that the preparation 
itself was valueless because based upon a totally wrong 
conception of the nature and needs of the human body 
—and that therefore amy advertising in its behalf was 
of necessity fraudulent. 

When we come to the cosmetics field, it is not so 
easy to answer any questions with a definite Yes or 
No. There are some exceptions. It is clear that no mas- 
cara preparation will turn a pair of flat, opaque, ex- 
pressionless eyes into deep pools of loveliness, but who 
can say whether or not a perfume will accentuate 
the personality of its user, and greatly increase her 
powers of fascination and irresistible allure? Who can 
say whether or not a lipstick or rouge will outdo Na- 
ture in naturalness? Who can say whether a face 
powder will or will not produce the precise effect upon 
the cheek of the user which the advertisements claim? 

Nobody; not even a Secretary of Agriculture or the 
most renowned of all medical authorities. But whether 
they can or not, you may depend upon it, that, given 
the opportunity, they will! 

It is obviously the business of the toiletry manu- 
facturer to give the user of his product certain more 
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or less intangible and impalpable resu/¢s—and_ those 
results are often matters of opinion, and cannot be 
measured or otherwise evaluated by any advertising 
czar, or scientific or medical authority. Very often 
even the individual consumer is far from being a good 
judge of the fitness of a cosmetic to her needs, or its 
effect upon those who come in contact with her. 

Now it will be an easy matter to collect a number 
of toilet goods advertisements which are entirely in- 
nocent in nature and intent, which will deceive nobody 
to her detriment, which will take nobody’s money under 
false pretenses, but which a narrow, hair-splitting, dys- 
peptic Secretary of Agriculture might utterly condemn, 
or which might directly conflict with the special fad or 
hobby of some competent medical authority with whom 
only a small proportion of his equally competent con- 
temporaries would agree. 

My suggestion is that such a collection of advertise- 
ments be made, accompanied by a suitable explanation 
of the reasons why the advertisements of such products 
cannot be measured with the same yardstick as those 
of ordinary commodities, and of the reasons why no 
official, agricultural, medical or otherwise, should be per- 
mitted to condemn them merely upon his own personal 
opinion, or that of his associates or subordinates. The 
obvious fake and fraud can be detected and exposed 
in a court of law without submitting the products of 
the entire industry to the perils which lurk in the 
proposed legislation. 

This presentation should be placed in the hands of 
the proper Congressional committees, and the party 
leaders in both houses. I have no idea that Congress as 
a whole will intentionally include this industry in legis- 
lation which will work a terrible hardship upon it—and 
serve no useful purpose as a protection to the consuming 
public. And I believe that the best way to prove its 
evil potentialities is through such a presentation as I 
have suggested. 

Anybody who has—as I have on several occasions— 
worked for many a distressing and depressing hour 
in an apparently hopeless attempt to please the food 
and drug folks in the Department of Agriculture in 
the matter of the phraseology of labels and circulars 
to be enclosed with packages, can realize what may 
happen if the same supervision is extended to adver- 
tisements. The hair-splitting, the thin distinctions, the 
fussiness, the petty objections to trifles, the insistence 
upon phrases which are so vacuous and colorless as to 
mean nothing at all—if all this has to be encountered 
by the advertiser and the poor devil who prepares his 
advertising—then Heaven help us all. Get busy, breth- 
ren, and head it off! 





A. C. §. to Convene March 25 


The American Chernical Society will hold its eighty- 
seventh annual convention in St. Petersburg, Fla., open- 
ing March 25. This will mark the first convention held 
in Florida by the society. About 1,500 members, rep- 
resenting every state and some foreign countries are 
expected to attend. 

Members of the Florida section of the society expect 
Florida’s numerous undeveloped resources to attract the 
attention of many of the nationally known research and 
industrial chemists who will attend. 
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Philadelphia Hairdressers Meet 

ITH the paid admissions more than 1,000 on 

each of the three days, the fourteenth annual 
display and show of the combined cosmeticians and hair- 
dressers organizations of Philadelphia was a huge success. 
The gate receipts were the largest of any show of its 
kind ever held in this city. The officials state that there 
was more buying than any previous year since 1929. 
The meetings and exhibits were sponsored by the follow- 
ing organizations: Cosmeticians & Hair Artists Associa- 
tion of Pennsylvania, Inc.; Master Guild of Philadelphia, 
Inc.; and Philadelphia Hairdressers Association, Inc. The 
affair was held February 5 to 7 at the Benjamin Frank- 
lin hotel. 

Highlights among the exhibits included a display of 
“Contouré” products, manufactured by Contouré Lab- 
oratories, Inc., New York, which introduced at this ex- 
hibit its first perfume, “Rendezvous”. The Coty exhibit 
of perfumes and cosmetics also attracted unusual atten- 
tion. 

One of the newest trends shown in the exhibits was 
the vogue for toenail polish and lacquer, which will be 
used extensively with beach sandals this Summer. The 
polish differs from fingernail lacquer in the fact that it 
is more vivid; in substance, it is similar and will with- 
stand water. The polish was displayed on models, the 
principal colors being vivid jade, coral, and silver. 

Unusual attention was also focused on a permanent 
waving process employing chemicals instead of electric- 
ity. The pads are moistened in a chemical solution, 
placed on the curl or wave without electrical attach- 
ments. The chemically treated pad then generates its 
own heat. The exhibitor was Zotos Corp., New York. 

There was a well balanced program each afternoon 
and evening arranged by managing director John E. 
Mulraney, Jr., and an efficient committee from each of 
the three participating organizations. 

The following were among the exhibitors: Charles 
Arnao Co., Boyer International Laboratories, Inecto, 
Inc., Marinello, Marie De Medicis, Wm. Meyer Co., 
Nestle-Le Mur Co., Zotos Corp., Rudemar Corp., East- 
ern Laboratories, Paragon Distributing Corp., Hyman 
& Hyman, E. Frederics, Inc., Contouré, Clairol, Coty, 
Inc., Francois Marcel, Conti Products Co., Rapidol Dis- 
tributing Corp., and National Oil Products Co. 

The annual meeting of the American Society of 
Beauty Culturists, was postponed until Fall, but the 
members took an active part in the recent Hairdresser’s 
Fashion Show at the Benjamin Franklin. 

In this big, three-day convention and exhibit the 
beauty culturists had 15 models dressed in evening attire 
with different modes of wearing the hair this year. 

The head of the society of Beauty Culturists, L. Louis, 
finds that interest in beauty study is increasing in the 
Philadelphia district. He called to the attention of the 
issociation the new beauty culture law, which went into 
This law makes it 
imperative for six months of beauty training including 
study of the muscles in the heart and in the head. The 
students must put in 1,000 hours (equivalent to six 


effect in Pennsylvania January 1. 


They must 
also take the entire course instead of just manicuring or 


months instead of four months as before). 


This will have a tendency to slow 
things up a little at first, but in the end will be bene- 
ficial to the entire trade. 


some ot her branc h. 
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The Completed Code 


FTER a great deal of effort and not a little 

controversy, the code for the toilet prepara- 
tions industry is now in finished form. It pro- 
vides for a forty hour week with wages of thirty- 
five cents per hour in the North and thirty-two 
and one-half cents in the South, this latter provi- 
sion being still under controversy and subject to 
possible modification. 

The code authority will consist of seven trade 
members and not more than three appointed by 
the N.R.A. with a provision that not more than 
three of them may be members of any one trade 
association. This set-up is designed to give all 
groups in the industry representation on this im- 
portant body and to prevent a single group from 
controlling its policies. 

Under trade practices, virtually all of the con- 
tentions of the A. M. T. A. have been realized. 
The hidden demonstrator is banned. Through the 
open price provisions, all discounts will have to be 
published in advance together with statements as 
to the services for which such discounts are paid. 
All payments to customers on any account will 
also have to be stated in the published price lists. 
The Administration feels that this will effectually 
cope with the problem of PM’s, payments for dis- 
play, gratuities to employees and stores and other 
methods of securing distribution which have been 
the source of widespread dissatisfaction in the 
past. 

A provision, specifically banning the PM is also 
included in the code. However, the effective date 
of this provision has been postponed for six months 
at the end of which time, a hearing will determine 
whether or not it shall go into effect. 


Undoubtedly there is still considerable disagree- 
ment in the industry regarding some of these 
provisions. It is known that Southern manufac- 
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turers believe that the two and one-half cent 
wage differential is insufficient and will press for 
a greater one as soon as the Code Authority be- 
gins to function. It is felt that they would have 
secured a larger one had their presentation at the 
hearing in Washington last month been more ef- 
fective. 

The provision on PM’s is not wholly satisfac- 
tory to everyone. Those who wanted a stringent 
provision feel that the present compromise will be 
ineffective. On the other hand, those who could 
see no harm in PM’s feel that the present open 
price provisions are unfair to certain classes of 
manufacturers. As a compromise, the present 
arrangement, while not wholly satisfactory, is 
doubtless the best that could be obtained by either 
party to the dispute. 

We feel that it is unfortunate that some degree 
of bitterness has been injected into discussions of 
the code. It is to be hoped that the differences 
which have existed in the past, and which have 
led to the compromised provisions, will be elimin- 
ated as the code operates. On the whole, it is a 
good code. A number of bad merchandising prac- 
tices have been eliminated through it and there 
is little doubt that it will be satisfactory to the 
trade in practice. 

About two years ago there appeared in these 
pages an editorial entitled ‘The Costly Depart- 
ment Store”. In it we took occasion to point out 
that distribution through this type of outlet had 
gradually become more and more difficult and 
more and more expensive, and that the point had 
virtually been reached where the industry was at 
the mercy of the retailer through practices which 
might readily be controlled. Our enthusiasm for 
the code is augmented by the belief that its pro- 
visions have largely corrected this condition and 
brought the toilet preparations manufacturer to 
the point where he need no longer fear his largest 
customers. 


We congratulate all branches of the industry 
upon this accomplishment and we are certain that 
all manufacturers will find in the code much 
which benefits them individually, as well as a 
body of trade practices under which the entire 
industry may go forward with confidence in the 
future. 


The Future of the A.M.T.A. 


RITICISM of the Associated Manufacturers of 
Toilet Articles has been widespread in re- 
cent weeks. This, of course, was to be expected, 
since the activities of the association on highly 
controversial subjects have been intensified during 
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OUR ADVERTISERS 


Norpa EssENTIAL Om & CHEMICAI 
ComPANy, INc., 


New York City 


AMERICAN PERFUMER AND ESSENTIAI 
Om REVIEW 
432 Fourth Ave., New York City. 


GENTLEMEN: At the start of this New Year 
to which we are all looking forward with great 
hope, I feel the time is most opportune to thank 
you and your staff for the earnest efforts you 
have exerted in our behalf. 

In analyzing the effectiveness of the different 
advertising means, we have found that the results 
obtained through our advertising in THE AMERI- 
CAN PeERFUMER have been extremely gratifying. 
In checking our copy, we discover that in those 
cases where we offered products that were not 


meeting with the hoped-for success, sales were 
stepped up considerably after insertion of the 
advertisement. 

I feel that THe AMerIcAN PerRruMER has 
more than justified our faith in it, as a sales pro- 


motion medium. 
With all good wishes, 
Sincerely, 


H. J. Kon, president. 


the last year, and the “battle of the code” brought 
this fact to the attention of many, who other- 
wise would not have been aware of it. 

Too much credit can scarecly be given to those 
who have been in the forefront of association ac- 
tivities during this trying period. They have 
sacrificed both time and energy unsparingly and 
in addition have virtually set themselves up as 
targets for the criticism of those, who for one rea- 
son or another have not agreed with association 
policies. Surely they are to be commended even 
by their opponents for their self sacrificing devo- 
tion to the association and its program. 

Most of the criticism may now be dismissed 
since the code has been completed. Most of the 
bitterness has already disappeared. There re- 
mains, however, one point on which action may 
well be taken by the associatiton during the next 
few months. 

One of the chief criticisms leveled at the A. M. 
T. A. before, during, and even since the Washing- 
ton hearings has been that it does not truly repre- 
sent the industry. Without reference to size and 
importance of the companies making up its mem- 
bership, it is certainly a fact that the number of 
members is very small when placed alongside the 
number engaged in the industry. 

The usual answer to such a situation is a “‘“mem- 
bership campaign”, but there is another method 
which is likely to be more effective in securing 
members and of greater benefit to the industry in 
the future. This method has been proposed ‘n 
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these columns before but it seems that the time 
is now ripe for its serious consideration. 

There already exist in the industry several 
strong local or regional associations. There is an 
excellent one in Chicago, a strong one in Califor- 
nia, and a lusty newcomer in Michigan. It would 
be comparatively easy to organize one in Atlanta 
where there are a number of manufacturers. St. 
Louis could have one. Memphis and Des Moines 
and vicinities are distinct possibilities. 

Why should not all of these regional groups 
be formed promptly and affiliated in a body under 
reasonable membership terms with the A. M. T. A.? 
Group and sectional meetings, luncheons, etc., 
could be held regularly. Interest in the general 
affairs of the industry would thus be maintained. 
Annually or possibly semi-annually, delegates 
from all of them could meet in general convention. 
The membership problem would be solved and 
an industry, much better organized and more 
actively co-operating would be the result. 

This is not a new method. It has been used 
with conspicuous success for years by the Na- 
tional Paint, Oil and Varnish Association, one of 
the most efficient and effective trade organizations 
of which we have any knowledge. We propose 
it as a subject for discussion and possible action at 
the next A. M. T. A. convention. 





The Maine Cosmetic Law 


HE new Maine cosmetic law, which apparent- 

ly received scant attention from the trade 
and passed unnoticed excepting for the articles 
on it which appeared in this journal, is now in 
effect, and the industry finds it one of the most 
hampering and restrictive measures which has 
yet been faced. 

It is a bit difficult to understand why passage 
of this bill was permitted to go almost by default 
when a survey of its provisions would have dis- 
closed that it would create an almost impossible 
situation for manufacturers desiring to do busi- 
ness in the state. Perhaps the rapid developments 
with respect to the cosmetic code took up too 
great a share of the attention of the industry, 
just at the time when the law was before the 
legislature. 

Briefly the law provides that every cosmetic 
sold in the state of Maine has to be registered and 
its complete formula placed on file. As it is being 
administered at present, a manufacturer with five 
shades of powder in three odors would have to 
file fifteen separate formulas for powder for reg- 
istration and pay the fee on each of them. 

This is an impossible situation! 

Happily, a somewhat belated committee will 
get to work on it and try to get the authorities 
to relax the provisions sufficiently so that the 
manufacturer in the case just cited would have to 
file and register only once. That would be a 
help. At the same time, we cannot help feeling 
that the whole thing might have been obviated 
by proper attention and action at the right time. 
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Cosmetic Tax Bill in Kentucky 


ILLS to tax cosmetics and patent medicines, toilet 

preparations, deodorants and antiseptics, soft drinks 
and playing cards, part of a revenue program designed 
to raise approximately $7,700,000 annually, have been 
introduced in the Kentucky General Assembly. Taxes 
on these items, according to estimates made by their 
sponsors, would equal approximately $2,000,000 of the 
entire $7,700,000. 

A tax of one cent on each 10 cents of the retail sell- 
ing price or fractional part thereof on cosmetics, pro- 
prietary and patent medicines, proprietary and patent 
compounds, perfumes and other toilet preparations was 
called for in bills introduced by Representatives Rodes 
K. Meyers, Bowling Green, and Tyler Munford, Mor- 
ganfield. The soft drink tax was proposed by Repre- 
sentative C. L. Cropper of Burlington. It would levy 
a tax of one cent on each five cents or fractional part 
of the retail price of soft drinks. 

Governor Ruby Laffoon has, upon several occasions, 
declared that he would ask for no increased taxes, but 
has insisted that the state’s budget be balanced. He 
suggested cutting the state’s expenditures to do this. 

The revenue program, however, was introduced by 
his supporters though it was emphasized that the Gov- 
ernor was not sponsoring the program. The Chief 
Executive, however, has indicated that he will leave 
all matters of taxation up to the assembly, and if the 
revenue program should come before him for signature, 
it was seen in many quarters as probable that he would 
permit it to become law without his signature. 

Hovering in the background was the two per cent 
sales tax, the bone of contention that split the special 
session last year asunder and which developed a wide 
rift between the forces of Governor Laffoon, who spon- 
sored the measure, and anti-administration forces. 

With the session nearly half over, the sales tax has 
not yet been introduced, but there is a growing certainty 
of conviction that such a measure will be introduced 
before many more days, and that in such an event, its 
chances of passage are considerably brighter than they 
were during the special session when the anti-administra- 
tion forces were in the majority. 





Pure Food and Drug Notes 


|| In this department will be found matters of interest, con- 

, tained in Feperat AND State official reports, etc., relating 

| to perfumes, toilet preparations, flavoring extracts, soaps, 
etc. It is advisable also to look at our WasHINGTON 
CORRESPONDENCE, SOAP SECTION, and other departments 
for further information, 


Among the notices of judgment given under the 
Federal Food & Drugs Act, Nos. 20351 to 20400, in- 
clusive, sent out recently by the United States Depart- 
ment of Agriculture, Washington, there were the fol- 
lowing cases of misbranding: No. 20357, adulteration 
of Dr. Cates’ “Cato” tooth paste; No. 20377, misbrand- 
ing of King’s “Ceko” dental paste; No. 20383, mis- 
branding of “Pyro-Sana”; No. 20385, adulteration and 
misbranding of “Gold Bond Sterilseptic Toilet Powder;” 
and No. 20395, misbranding of ‘“Klinodento” tooth 
paste, 
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Packaging Problems to Feature Show 


ISCUSSION of packaging problems which have 

arisen as a result of the National Recovery Act 
will be one of the features of the clinics and confer- 
ences to be held in conjunction with the Fourth Pack- 
aging, Packing and Shipping Exposition at the Hotel 
Astor, New York, March 13 to 16. Part of the open- 
ing day’s program will be devoted to the pros and cons 
of pending legislation affecting various aspects of packag- 
ing. Packaging experts and administrators of the N.R.A, 
from Washington will take part in the discussion. 

The jury of award which will judge the entries for 
this year’s Irwin D. Wolf Award will examine the 
competing packages on Monday, March 12, and an- 
nouncement of the winners will be made at a luncheon 
in the Astor on the following day. The trophy will be 
awarded for the most effective package developed and 
placed on the market between January 1, 1933, and 
February 15, 1934. It has been an annual feature of 
the packaging shows. 

According to the American Management Association, 
which is sponsoring the exposition, applications for ex- 
hibit space continue to flow in, presaging a record show. 
Among the manufacturers in this field who have re- 
served exhibition space as this issue goes to press are: 

American Can Co., New York; THE AMERICAN 
PERFUMER & EssentTIAL Ort Review; Armstrong Cork 
& Insulation Co., Lancaster, Pa.; Bakelite Corp., New 
York; Consolidated Lithographing Corp., Brooklyn; 
DuPont Cellophane Co., Inc., New York; General Plas- 
tics, Inc., North Tonawanda, N. Y.; Owens-Illinois 
Glass Co., Toledo, O.; Stokes & Smith Co., Philadelphia; 
and Sylvania Industrial Corp., New York. 





Gulick Again Heads Oil Group 

C. P. Gulick, president of the National Oil Products 
Co., Harrison, N. J., was re-elected president of the 
Sulfonated Oil Manufacturers’ Association at the re- 
cent annual meeting in New York. Other officers of 
They are: vice- 
Braham, Arkansas Co.; secretary and 
Sweatt. 


the association were also re-elected. 
president, C. M. 
treasurer, H. B. 





Coming Conventions 


Annual Drug Trade Dinner, Waldorf-Astoria, New 
York City, March 8, 1934. 

Fourth Packaging Exposition, 
York City, March 13 to 16, 1934. 

International Convention of Beauty Shop Owners, 
Hotel Pennsylvania, New York, March 19 to 22, 1934. 

American Chemical Society, St. Petersburg, Fla., be- 
ginning March 25, 1934. 

Mid-West Beauty Trade Show, Sherman hotel, Chi- 
cago, April 2 to 4, 1934. 

American Drug Manufacturers 
Greenbrier, White Sulphur Springs, W. 
April 16, 1934. 

Associated Manufacturers of Toilet Articles, Waldorf 
Astoria hotel, New York, June 5 to 7, 1934. 

National Association of Retail Druggists, New Or- 
leans, La., September 24 to 28, 1934. 

American Bottlers of Carbonated Beverages, 106th 
Armory, Buffalo, N. Y., November 12 to 16, 1934. 


Hotel Astor, New 


Association, the 
Va., week of 
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The Forgotten Foot Treatment Line 


Manufacturers Have Largely Neglected a 
Field in Which Profits Lie 
by Ralph H. Auch 


‘VE sold thousands of pairs of shoes at retail and 
have followed advances in shoe construction and 
the ills and ailments of the feet in a passing sort of 
As an 
eighteen-year-old, semi-bearded youth I was 


a way for more than two decades. 


the youngest manager in a shoe chain of 
§37 stores. Strange as it may seem, there 
was active, aggressive competition in shoes 
then as there is now, even as it is rumored 
there is active, and, unfortunately, some- 
times destructive competition in the cos- 
metic and allied lines today. 


Two doors from my store in Main street 
in an Ohio county seat, I had stiff competi- 
tion in the man who later rose, or stooped, 
to become the Attorney General’s of the 
United States ‘“‘man Friday.” This man later elected to 
blow out his brains in the apartment of the said U. S. 
Attorney General, while | remained behind to casually 
study the feet, and now slip into the third person and 
relate some of my observations. 

The man who manufactures make-up instinctively 
turns his eyes to observe how effectively the make-up 
milady is wearing is applied. The fellow who makes 
and merchandises manicure specialties visually follows 
the hands of the colonel’s lady and Judy O’Grady alike, 
regardless of whether or not her face be fair. Those 
few who have concerned themselves with the care of the 
feet, turn their eyes unconsciously to the feet. The 
feet need not be supporting the shapely legs and beauti- 
ful body of a comely creature of femininity, they may 
be as well the appendages of a buck negro or a Chinese 
laundryman or waiter. 


Line Has Been Neglected 

The expression, “those few who have concerned them- 
selves with the care of the feet,” was used advisedly 
above as they are indeed few. Those few who have gone 
into foot remedies and foot care have been eminently 
successful. They have been successful not alone be 
cause of their foresight and merchandising ability, but 
because if there is an uncrowded line left in the toilet 
preparations field, the foot treatment line is it. 

Claims in the foot treatment line have been within 
the bounds of reason. If the advertising of foot treat- 
ment lines had been as fanciful as the wild claims of 
several beauty treatment lines, there would no doubt 
be sure cures for bow legs, knocked knees and flat feet. 
Happily such is not the case. 

The two decades just passed have seen shoes generally 
changed from sturdy, wear-resisting, comfortable shoes 
with real foot appeal to thin-soled, fancy patterned, 
spike-heeled, toe-distorting creations with only eye- 
appeal and “IT, 1r and MAYBE,” to recommend them. 
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One needs only to glance around at the beautifully 
coiffured and tastefully made-up creatures at any public 
place and count the number of feet dangling half in— 
half out of their footwear, through sheer 
discomfort if not agony. Even “dem golden 
slippers” hurt their wearer’s much-abused 
feet. Check the male at the seashore, pool 
or ol’ swimmin’ hole, and only a few feet 
will be observed to be attractive, normal 
feet and they will be mostly young ones, 
while the rest will be found to be distorted, 
misshapen ones marred with blemishes. 
And Americans pity the poor Chinese. 


A “Concrete Age” 


This may aptly be called the “concrete” 
age, and humanity is constantly plodding around on sur- 
faces with no resilience that throw the burden of absorb- 
ing the shock incident to walking entirely upon the 
foot. 

Footwear plus hard surfaces under foot equals a won- 
derful market. There are only two virtues about sore, 
aching, tender feet—they make one forget all his other 
troubles and offer a world-wide, potential market for a 
foot treatment line. 

The foot is a pretty complex mechanism with its 
twenty-six bones bound together with sliding joints. 
It must have sufficient stability to support the weight of 
the body. 
to permit it to accommodate itself to the changing 
status of walking. 


At the same time, it must be elastic enough 


Further, it has to be resilient enough 
to absorb the shock or jar w hich ensues when the body 
weight comes in contact with the ground with every 
step. Walking would be a very uncomfortable act if 
the jar were transmitted to the legs, pelvis and trunk. 

The foot is heir to relatively few ills, each of which 
will be briefly discussed and formulae for the necessary 
Then, too, preparations for the 
proper care of the feet will receive attention. 


remedies suggested. 


Foot Soap 


When feet are tired and aching, the first thought is 
the foot bath. A good tallow and coconut oil soap, as 
is, or with bran and/or sulfur incorporated suggests 
itself. The soap should be scented rather than _per- 
fumed. In choosing the perfume oils, those with a high 
phenol coefficient should be given first consideration so 
that they impart antiseptic or even germicidal proper- 
ties. These include thyme, peppermint, verbena, rose- 
mary, spike lavender, eucalyptus and rose geranium. A 
very satisfactory clean odor may be built around cresylic 
acid of “B.O.” fame by sweetening it up or toning it 
somewhat with oil of pine needles, oil of bay, and oil of 
petitgrain, or balsam tolu, camphor, menthol or thymol. 
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As much as 2! per cent of mineral oil incorporated 
in the soap imparts a heavy creaminess to the lather. 
One per cent of magnesium carbonate imparts a unique 
feel and appearance to the lather and takes it out of the 
commonplace. 

Pastel shades should be avoided. A deep yellow, red, 
amber, brown or greenish blue are perhaps the best 
colors for a foot soap. The bar should be quite opaque. 
One per cent of zinc oxide or 


4 per cent to 14 per cent 


of titanium dioxide will render it so. 

Everyone has his own ideas on shape of bar, on direc- 
tions and on packaging; accordingly only one sugges- 
tion is offered. Foot soap is used at relatively infrequent 
intervals, and proves to be a nuisance when put on the 
same bath-room receptacle with the toilet soap. This is 
just so much sales resistance, SO a metal box or a soap 
dish of rubber or plastic material provides a highly suit- 
able adjunct. A transparent wrapping around the whole 
completes the package and adds materially to its sale- 


ability. 


Foot Powder 


The ingredients that immediately come to mind as 
Tale, 


borax, boric acid, starch, zinc oxide, magnesium car- 


likely ingredients for foot powder are legion. 


bonate, salicylic acid, sulfur, zine stearate, zinc peroxide, 
zine perborate, sodium perborate, tannic acid and the 
alums is to mention but a few. 

The user turns to foot powder primarily for relief 
from the soreness and tenderness caused by the soggy, 
broken epidermis, induced by the perspiration retained 
by tight fitting footwear of non-porous leathers and by 
excessive perspiration. 

The base of the powder, then, should be of ingredients 
and the active ingredient 
should be one which retards perspiration and tends to 


that are highly absorbent 


toughen the skin. The following table previously used 
by this writer in an article on underarm deodorants in 
these columns is offered as helpful in the choice of a 


— 


- 
— — 


nnn aad 


] 
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base. This table indicates the amount of moisture 100 
parts of the powders will absorb: 

Starch en Rea ‘ 80 parts 

Kaolin ..... 7s CUS 

Fuller’s earth . 70 

Precipitated chalk 65 

Tale 7 : 61 

Prepared chalk 53 


Cornstarch, an ingredient that has no place in face 
pow der, as one learns on listening to the radio, does have 
a place second to none in foot powder, due to its highly 
absorbent properties. Let that represent 50 per cent of 
the formula, add to this 25 per cent of sulfur and 25 
per cent of tale and there is at once 100 per cent and a 
highly satisfactory foot powder. This is simplicity itself 
and efhicacy as well. 

The physiological action of sulfur need not be dwelt 
upon as agreement likely could not be reached on this 
seemingly inert material. 
der feels like sand. All better 
than 99 per cent pure, so its purity need give no con- 


Ordinary sulfur in foot pow 
commercial sulfur is 
cern. To secure a sulfur in a fine state of subdivision is 
the problem to which rubber-makers’ sulfur gives the 
answer, 


Scenting the Powder 


The same remarks made on scenting foot soap are 
equally applicable to foot powder. An odor suggesting 
a cooling, antiseptic product is preferable to any other 
and may be a duplicate of the soap odor if they are both 
to be in the same line. For an odor of a different type, 
an odor along the lines of a mouth wash flavor is quite 
suitable. As a suggestion, eucalyptol 60, methyl salicyl- 
ate 10, oil white thyme 5 and of menthol and thymol 
each 12 parts is a suitable mixture. 

It should 
not be of the tall, trick shape, highly decorative variety 


A talcum can is perhaps the best container. 


but should be along the lines of an ethical preparation in 
decoration and in shape, simple and squat so it will rest 
firmly on its bottom. 
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[he above suggested formula is of white, due to its 
sulfur content—in fact, why should a foot powder be 
white? Incorporation of Venetian red in amount sufh- 
cient to impart a flesh tint or ochre or synthetic ochre 
to the extent of tinting to the shade of men’s talc, lifts 
it out of the commonplace and gives it sales impetus. 

The above type of foot powder does not actively re- 
tard perspiration. Most any ingredient that might be 
incorporated to retard perspiration would also tend to 
“rot” stockings and the fabric shoe lining, if not the 
ieather of the shoe itself. 


Perspiration Corrective 


If a remedy for perspiring feet is desired, aluminum 
chloride solution is probably the best. Exhaustive tests 
have proved 17 per cent aluminum chloride calculated 
as AICI, or 31 per cent of AICI,6H,O is the proper 
concentration for underarm use. This is too concen- 
trated for the feet, with their soggy, broken and split 
epidermis and 10 per cent, calculated as AICI, should 
not be exceeded. The concentration may be as low as 
half that figure. 

The bottle should be of a 2 to 3 ounce size and the 
color of the solution may be water clear or a dainty 
green tint. 

It may be deemed unwise to include a separate prep- 
aration specifically for foot perspiration in the foot treat- 
ment line. In this case, if so desired, 4 of 1 per cent 
of chloramine U. S. P. (chemically sodium paratoluene- 
sulphonchloramide) may be incorporated in the foot 
powder formula. While this ingredient is not an active 
remedy for bromidrosis, i.e., fetid or offensively odorous 
sweat, it is actively antiseptic and deordorant. With 
this ingredient incorporated claims for deodorant prop- 
erties may be made. One per cent or more of oxyquino- 
line sulfate will be found an equally effective addition 
to the formula. 


Corn Remedies 


Most every city has or has had its corn doctor or its 
“professor,” who with the aid of flowing hair, flowing 
beard, three gallon hat or beaded leather vest was shrewd 
enough to throw up an atmosphere about himself in his 
own crude way. Corn salves have probably had their 
day. They are inconvenient to use and hard to make 
stay put; i.e., they tend to spread out on the tender 
skin around the corn or callous, and irritate it. Corn 
plasters will not be dwelt on either as the demand for 
them is apparently waning. Corn collodions appear to 
enjoy the call. 

Corn collodions have had a grave inherent fault. It is 
next to impossible to avoid evaporative loss with the 
collodion’s high alcohol and ether content. Even though 
the closure be a tight one, the solvents in collodion, due 
to their high vapor pressure, will escape and leave a semi- 
solid mass in the bottom of the container. This fault 
can be corrected by careful choice of higher boiling 
solvents as indicated below. 

Many have been the active ingredients employed in 
corn collodions, including lactic acid, acetic acid, 
ammonium chloride, resorcin and salicylic acid. Sal- 
icylic acid is best suited and most widely used in current 
practice. The concentrations found in published form- 
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ulae run from 5 to 15 per cent, for an average of 12 
per cent—and 12 per cent is quite effective. 

To allay the irritation caused by the salicylic acid, 
extract of Indian hemp or cannibis has been most widely 
used in concentrations up to 2 per cent. Trichlorbutyl 
alcohol or chlorbutanol is a more modern ingredient that 
is doubtless better suited to the purpose. As little as 
0.4 per cent of this ingredient has been employed, but 
| per cent is a more effective amount. 

The collodion, or nitrocellulose base, should be some- 
what viscous so that the solution does not readily flow 
out on the skin around the corn. So-called 25 per cent 
40-second cotton in ethly acetate is quite suitable. Cam- 
phor and castor oil impart the needed adhesion and flex- 
ibility. The solvents and diluents complete the formula. 

An effective formula then is 20 parts each of 25 per 
cent 40-second cotton in ethyl acetate, specially dena- 
tured alcohol No. 1, and ethyl acetate; 10 parts of sul- 
furic ether; 12 parts salicylic acid; 1 part each of chlor- 
butanol, castor oil and gum camphor and 15 parts 
toluol to make 100. This solution may be tinted an 
amber or green, and coloring is best accomplished by an 
oil soluble color. 

A '%4 ounce bottle with threaded neck is the accepted 
container. It should be fitted with an applicator attached 
to the closure. A molded closure with screw thread and 
suitable gasket is best. As an added safeguard, to pre 
vent evaporative loss, a treated gelatin or cellulose 
shrunk-on cap may be used. 


Foot Ointment 


Foot ointments are finding wide acceptance. The 
name “foot ointment” has been largely replaced by the 
more elegant terms of “foot balm” or “foot comfort.” 
Stiff tragacanth jelly has been used and provides a non- 
greasy base that becomes tacky on the more or less 
moist feet, so it is not recommended. Cold cream and 
vanishing cream also serve as bases, but the list of active 
ingredients that may be incorporated becomes quite 
limited due to the tendency for them to break the 
emulsion. 

The inert petrolatum base is perhaps the best. The 
distasteful excessive greasiness can be reduced apprecia 
bly by incorporating low melting point paraffin in 
amounts decreasing with the increase in quantity of 
solids in the formula. 

The list of active ingredients is a long one, comparable 
to the one for foot powder. The finished product 
should be at once cooling, soothing, healing and slightly 
germicidal. 

Bismuth subcarbonate up to 10 or 15 per cent is 
quite healing, but for those who balk at its cost, it may 
be replaced by zine oxide of high grade, fluffy and in 
fine state of subdivision. Sulfur is a useful addition in 
amounts from § to 10 per cent. Camphor up to 4 per 
cent, menthol up to ' per cent and thymol about '4 
of 1 per cent are cooling, soothing and impart a refresh- 
ing feel and odor, while the last named is quite actively 
germicidal as well. Incorporation of these in a base of 
molten petrolatum and paraffin is best accomplished in 
an ointment or paint mill. 

An odor along the lines of foot soap may be incor- 
porated if desired, but the formula is quite satisfactory 
and odorous without this addition. 
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If the sulfur is incorporated, a light cream color is 
obtained, while if it is omitted an inviting white opaque- 
ness results. Either may be tinted an inviting cream or 
yellow with an oil soluble color. 

The container may be of opal, flint or blue glass fitted 
with metal or plastic closure in about one-ounce size. 
A two-ounce size is sometimes offered, but certainly 
postpones almost indefinitely the purchase of the second 
and succeeding jars. 


Miscellaneous Foot Aids 


“Ink is cheaper than shoe lasts,” therefore, instead of 
a complete size range of lasts the manufacturer of 
cheaper lines of shoes may make his 7-E size, 7-D size 
and 8-C size, for example, all over the same last. The 
result is that in an endeavor to get a cheap shoe narrow 
enough, many people’s feet are fitted entirely too short. 
The inevitable result is ingrown nails. 

What with cutting the nails square across, packing 
cotton under the nails, pouring wax in the crevice be- 
tween the nail and flesh and the score of other home 
remedies, the cure, or, more accurately, the corrective 
measures appear to be more mechanical than chemical 
and so they are. 

The few remedies commercially available are simply 
resins or gums in alcohol with the addition of a local 
anesthetic to allay the discomfort caused by the mechan- 
ical coating or wedge that prevents the nail from grow- 
ing into the flesh. 

A spirit-soluble gum such as rosin, pontianac or de- 
waxed shellac may be used. The resin or gum should 
represent 40 to 50 per cent of the formula. Rosin in 
this concentration in alcohol is water thin, while the 
other two mentioned above form a viscous solution. By 


Government to Retain Formulas 


Manufacturers will not be able to retrieve the qualita- 
tive and quantitative formulas submitted by them to 
the Government the National Prohibition Act, 
according to an investigation made recently by the 
Drug Institute of America. H. Lawrence Groves, secre- 


under 


tary of the Institute, says he has received numerous 
inquiries in this regard from manufacturers of medicinal 
preparations containing alcohol and intoxicating liquors 
who, during prohibition, were obliged to lodge with 
the Government all manner of detail concerning their 
formulas, divulging the exact amount of alcohol and 
medication contained therein. 

Since repeal of the Eighteenth Amendment, however, 
these same manufacturers desire the return of the for- 
mulas of the 
They are averse to having 


to the sanctum sanctorum laboratories 
from which they originated. 
all this extraneous information lodged in the archives 
at Washington where they are possibly accessible to 
overly curious eyes. 

According to Mr. Groves, the Drug Institute has 
investigated the matter and has been advised by D. S. 
Bliss, Commissioner of Industrial Alcohol, that the re- 
turn of these formulas and the accompanying informa- 
tion cannot be effected. Mr. Bliss says that “Formulas 
heretofore filed in connection with applications for 
permits to use intoxicating liquors or alcohol under 
the National Prohibition Act have become a part of 
permanent record and may not be withdrawn or re- 


turned to the individual by whom submitted.” 
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mixing them in proper proportion the viscosity most 
convenient for use may be obtained. 

Chlorbutanol is perhaps the best ingredient to de-sen- 
sitize and allay the attendant discomfort, and 5 to 6 
per cent is a satisfactory concentration. 
tured alcohol, No. 1, denatured with wood 
alcohol or perhaps formula No. 13A, denatured with 
sulfuric ether, or, formula No. 23A denatured with 
acetone, are the best suited alcohols. A little scenting 
material may be incorporated to cover the characteristic 
rosin odor. 

A '4-ounce corn remedy container with the appli- 
cator rod fixed in the closure is the accepted package. 
Directions for use should be explicit. While an ingrown 
nail remedy enjoys only a relatively thin market, the top 
retail price need not be 35¢ as is the case with corn 


Specially dena- 
formula 


remedies for it may well be as high as $1. 

Athlete’s will not be 
given consideration because these maladies are best left 
to the foot specialist. 


foot and frost-bite remedies 
Then, too, such remedies enjoy 
only a limited sale and inroads are constantly made on 
them by the many proprietaries already in the house- 


hold for their other various applications in the home. 


Conclusion 


The foot treatment line enjoys many combination 
sales in the various retail outlets and the aggressive mer- 
He will offer 
cases which may include foot soap, foot ointment and/or 
foot powder and perhaps corn remedy. To these he 
may add a pair of nail clippers, an emery board for 
dressing down callouses and a booklet on the care and 
treatment of the feet. 


chandiser capitalizes them. treatment 


Thus, he will at once add dig- 
nity to his products and increase the unit sale. 


Wisconsin Has New Alcohol Law 


Provisions of the Wisconsin liquor control bill which 
became effective February 3 do not apply to alcohol 
intended for use and used in the manufacture and sale, 
when unfit for beverage purposes, of denatured alcohol, 
patent, proprietary, medicinal, pharmaceutical, antisep- 
tic and toilet preparations; flavoring extracts, syrups 
and food products, and scientific, chemical, mechanical 
and industrial products, according to section 176,401 
of that measure. 

The law provides that any person knowingly selling 
any of the above products for intoxicating beverage 
purposes shall be subject to a maximum fine of $500 
or 90 days imprisonment or both. 

In an official opinion by J. E. Finnegan, Wisconsin’s 
attorney general, the state’s new liquor taxation law is 
not confined exclusively to liquids intended for bever- 
age purposes, but the tax of $1 on liquor having an 
alcoholic of 21 per 
cents on wines and other liquors ranging from that 
figure down to one-half of one per cent is imposed upon 


content cent or more and of 25 


liquids reasonably capable of being drunk for pleasure 
or for after effect. 

In interpretating the phrase, “fit for use for beverage 
purposes,” Attorney General Finnegan points out that 
there exists a class of liquids composed of tinctures, ex- 
tracts, syrups, toilet, medicinal, pharmaceutical and 
antiseptic preparations, many of which are manufac- 
tured in good faith and intended to be used exclusively 
as medicinal, toilet, flavoring purposes, etc. 
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Natural Flower Oils 


By Dr. Ernest S. Guenther 
Chief Research Chemist 
of Fritzsche Brothers, Inc., New York 


O raw materials used in modern perfumery 
more fascinating, none more exquisite, than the 
the 


are 


so-called “natural flower oils”. As name 


implies, they represent the natural per 
fume present in, and exhaled by, the 
living tlowers. 

Chemistry, engineering and art com- 
bined in an effort to extract from delicate, 
their true and 


a special industry grew up principally in 


fragrant blossoms scents 
Southern France and, more recently, in 
Bulgaria, Egypt, Algeria and Sicily. 
tories equipped with apparatus of modern 


I ac 


technical design specialize in the manu 
facture of these priceless products and 
research is constantly carried out on the 
methods of extraction in an endeavor further to im- 
prove quality and yield of oils. 

Using the expensive natural flower oils, justly called 
“jewels of perfumery”, the perfumer may display his 
real ability in the evaluation of raw materials and his 
greatest skill in 
ful blending of a new per- 
fume compound. When 
cleverly applied, natural 
flower oils will convert a 


the care- 


composition into a master- 
piece and produce one of 


those genuinely artistic 
creations for which we 
admire the great French 


perfumers; if employed 
carelessly in a crude, un- 
these 


balanced mixture, 


expensive materials go to 


waste. 

The average American 
perfumer, eager as he may 
be to acquaint himself 


with all the possible ad- 
vantages and peculiar 
qualities of the 
of natural 
nevertheless, 
fronted with a grave 
handicap: While his French 
colleague has_ the oppor- 
tunity to make an 
sional trip to the South 
of France to study all 
phases of the production 
of natural flower the American per- 
fumer must rely entirely on publications in text books 
and periodicals. Such literature, however, is often quite 
confusing to one not actually familiar with conditions 


various 
types flower 


oils is, con- 


occa- 


THI 


FREEZING 


oils in Grasse, 
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prevailing in the factories W hich specialize in these inter- 
esting products. 

It is with a view to giving a true picture of those 
conditions that | am explaining, broadly, 
the various phases of the production and 
application of natural flower oils. 

The term 
tionally 


“natural flower oils’? conven- 
implies oils made by extraction, 


with volatile solvents or extraction with 
fat, from flowers such as jasmin, rose, 
orange blossom, cassie, mimosa, violet, 
tuberose, ylang ylang and jonquille. Of 


these, rose, orange blossom and ylang ylang 
flowers are more often worked up by steam 
distillation thereby yielding the regular es- 
sential oils of rose (otto of rose), Orange 
blossom (oil of neroli) and oil of ylang ylang. Illogical 
as it may seem, however, these essential oils are not in- 
the 
Therefore, strictly speaking, only those oils extracted 


cluded in nomenclature of “natural flower oils’. 


with volatile solvents or fats come under the heading, 


“natural flower oils”. 


Regular essential oils are 


usually obtained from 
plant material (roots, 
seeds, twigs, leaves, flow- 
ers and fruits) by the 


simple method of distilla- 
But the 
flower is usually the most 


tion with steam. 


delicate part of a plant and 
the heat attendant 
steam distillation undoubt- 
edly exercises a deteriorat- 


on 


ing influence on the orig- 
inal natural oil, as present 
in the flower, affecting the 
chemical constituents and 
consequently the perfume. 
For instance, saponifica- 
tion of esters readily takes 
place, water soluble con- 
stituents are partly lost in 
the distillation 
the high boiling constit- 


uents, i. e., those most re- 


water and 


sponsible for the roundness 
fixation value of the 
flower perfume, remain in 


and 


Out Process the residue in the still and 
are lacking in the distilled 
oil. For this reason, otto of rose and oil of neroli 


bigarade, even in their purest form, never fully resemble 
the perfume exhaled by the respective living flowers. 
Distillation with steam can, therefore, be applied to 
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only a few flower varieties, such as rose, orange blossom 
and ylang ylang, and even in these cases other methods, 
such as extraction with volatile solvents, yield flower 
oils superior to distilled oils with regard to true odor. 

Extraction with solvents is carried out at low tem- 
peratures with little change in the chemical constituents 
of the flower oil; it is now done with such efficiency 
that practically all of the components of the natural 
perfume are retained. 

Before discussing the various types of flower oils we 
must the 
facture because the qualities of the products are largely 


acquaint ourselves with methods of manu- 
a function of the processes according to which the oils 


are extracted from the flowers. 


Cold Extraction with Fat (Enfleurage) 


In the South of France, particularly in Grasse, flowers 
were treated according to this method long before the 
modern methods of extraction with volatile solvents 
were introduced. 
located on 


ago, this town the 


southern slopes of the Alpes Maritimes, facing the Medi- 


Generations ancient 
terranean, became the center of extensive flower planta- 
tions and subsequently the original center of the French 
perfume industry. This development was favored by 


suitable climate, southern exposure and _ protection 
against northern winds. 

In the early days of perfumery, the flower perfumes 
were extracted the with fats the 
alcoholic washings of the perfumed fats resulted in 
the with a few 


distilled essential oils, tinctures, etc., represented the 


trom blossoms and 


so-called extraits. These, combined 


finished old style perfumes. This primitive beginning, 
in the course of years, led to our modern, complicated 
perfume industry with its vast wealth and variety of 
raw materials. 

Despite the progress made in the chemistry of syn- 
thetics and essential oils in recent years, enfleurage as 
passed on from father to son, and perfected by genera- 
tions of perfumers, is still an important process in the 
manufacture of natural flower oils. In no other part 
of the world, with the possible exception of a 


isolated and rather primitive cases in India, is the process 


tew 


of enflenrage actually carried out on a large scale. It 
has, therefore, become quite a specialty of the old estab- 
lished perfume industry in Grasse. 

In its fundamentals, enflenrage is simple and_ based 
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on plant physiological principles. Picking does not seem 
to kill certain flowers, such as tuberose and jasmin, 
retain at least part of 


their biological function and continue to exhale per 


which even after the harvest 


fume. Every jasmin and tuberose flower resembles, so 
to speak, a tiny perfume factory continually emitting 
minute quantities of natural flower perfume. This is 
the basic idea of the theory pronounced originally by 


Passy and later on, in a somewhat modified form, by 


Hesse. 
brought in contact with fragrant flowers readily absorbs 
the perfume emitted by the blossoms. 


Fat has a high power of absorption and _ it 


This principle, 
methodically applied on a large scale, constitutes the 
process of enfleurage. 

During the entire period of harvest, for about eight 
to ten weeks, the flowers after twenty-four hours of 
contact with the fat corps are replaced by fresh flowers 
The same fat corps remains on the chassis and therefore 
it the end of the flower harvest is quite saturated with 
flower oil. By subsequent extraction with alcohol, the 
natural perfume oil can be dissolved from the fat and 
isolated. 


This, very briefly, describes the process of enfleurage. 
Of fundamental the success of en 
fleurage is the use of a high quality of fat. Utmost 
care must be exercised during every phase of the prepa- 


importance to 


ration of these so-called fat corps. This corps which 
serves as the basis of enfleurage must be practically odor- 
less and of a consistency suited for most efficient absorp 
tion of the flower perfume. If the corps is too hard, 
less contact of the blossoms with its surface curtails the 
power of absorption and diminishes the yield of flower 
On the other hand, too soft a corps engulfs the 


flowers so that 


oil. 
the exhausted ones are difficult to re- 
move and entail considerable loss through adhering fat. 
The fat corps must, therefore, be of such consistency 
that the individual temperature of cool cellars assures a 
smooth, semi-hard surface from 
flowers may be easily removed. 


the exhausted 
As a rule, a mixture of 
one part of highly purified tallow and two parts of 


which 


best grade of lard are most suitable for enfleurage. 

the 
experiences of generations, this compound of animal 
fats is generally employed in Grasse, not only because 


According to convention, which is based on 


of its suitable consistency but also because of its high 
power of absorption. The author carried out lengthy 
experiments using various mixtures of vegetable fats, 


particularly hardened vegetable fats not readily liable 
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to turn rancid. He also experimented with all kinds of 
preservatives and glucoside splitting compounds, incor- 
porating them in the corps before enfleurage. As a 
result he obtained a most interesting variety of qualities 
The 


true to nature and finest quality of floral enflenrag 


and widely differing yields of flower oils. most 
oils, however, resulted from the above indicated ‘tra 
In a future, more 
specific, article we might reveal the data concerning 
these experiments. 


ditional” mixture of lard and tallow. 


The use of mineral fats for enfleurage as mentioned 
in literature is of no practical advantage because their 
power of absorption is practically nil as compared with 
animal fats. Furthermore, the small quantities of nat 
ural flower oils absorbed by mineral fats present great 
difficulties with regard to their isolation from the min- 
eral fat solutions by alcohol. 

Preparation of the fat corps is usually done during 
the Winter months when there is little other work in 
the perfume factories of Grasse. If carried out in th: 
old-fashioned way, the crude pieces of tallow and lard, 
mostly of Italian fats 
are less appreciated) , are purified according to a long 
and rather antiquated method. 
carefully cleaned, usually by 


French and origin (American 
The crude fats are first 
hand, all adhering tiny 
pieces of skin and blood vessels being removed, then 
crushed mechanically and finally beaten in a current 
When all 


eliminated, the fat 


of cold water. impurities have been com 


pletely 1s melted and preserved 
against rancidity by the addition of small amounts of 
benzoin and alum. This preservation 1s very important 
because without it the corps will turn rancid during 
months of excessive heat. The fat corps thus prepared 
is W hite, of absolutely uniform consistency, and prac 
tically 


odorless. If well prepared and properly stored, 


it resists rancidity for several years. Some manufac- 


turers also add a small amount of o1 inge or rose water 
during preparation of the corps, but this seems to be 
convention. At any 


shade th 


done more for the sake of 


rate, 


such additions somewhat tonality of the 


finished product and impart a characteristic note. 


Every factory operating according to the process ot 
n fle HYALC AS equipped with thousands of so-called chassi 
which serve as vehicles for carrying the fat corps dut 
ng the process. These cassis consist of wooden frames 
two inches high, about twenty inches long and sixteen 


The chassis hold a glass plate in the center 
both 


ne hes Ww ide. 


+ 


i the framework sides of which the fat 1s 


upon 
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applied at the beginning of the evfleurage process. Two 
chassis piled above one another form an air-tight little 


compartment with a layer of fat on the 


upper and 


low er side. 

Each morning of the flower harvest the freshly picked 
flowers are strewn over the fat layer on one side of 
the glass plate, the cassis are piled up and left standing 
in the cellars for about twenty-four hours. The lower 
fat layer is in direct contact with the flowers and acts 
as direct fatty solvent, whereas the upper fat layer 
ibsorbs only the volatile perfumes exhaled by the 
flowers. 

After twenty-four hours the flowers have discharged 
most of their oils and are apt to start withering which 
Ww ould The 


flowers must, therefore, be completely removed from 


cause them to 


emit objec t ionable odors. 


the fat cor ps, which process, despite all efforts to intro- 
duce labor-saving devices, is still done by hand. Women, 
skilled in this kind of work, are employed because com- 
plete and quick removal of the flowers (defleurage) is 
almost more important than charging the chassis with 


new flowers. 


Every single particle of the flowers must 
be removed from the layer of fat. 


ing deflenrage, that is, 


Immediately follow- 


every twenty hours, the 


The 
support for the 
flowers is in turn used as the upper part of the little 
compartment; in other 


four 
chassis are recharged with fresh flowers. 
layer of fat 


lower 


Ww hich served as direct 


words, the single chassis 1S 


reversed for recharging with a layer of flowers. 
In the case of jasmin, the entire process of enfleurage 


lasts about seventy days and each day the exhausted 


new 


flow ers are removy ed ind the chassis charged with new 
flowers. 


would consist in 
the charging of the corps on the chassis with only a 


Enflenrage in its ideal form 


most 


small quantity of flowers each time and correspondingly 
in increasing the number of charges. Of course, the 
large supply of flower material coming in at the height 
of harvest modifies conditions considerably. Complica- 


tion results from the 


fact that at the beginning and 
at the end of harvest the quantities of flowers available 
are limited, and it is practically impossible to charge 
the chassis with equal quantities of flowers throughout 
the entire period of enfleurage. 

At the end of harvest the fat is quite saturated with 
flower oil and has the typical fragrance of the flowers. 
The perfumed fat is then removed altogether from the 
glass plates between the chassis with the aid of a spatula 
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and bulked in suitable containers. Gentle and careful 
heating melts the fat into a uniform mass which is 
called pomade ( pomade de jasmin, pomade de tuberose, 
pomade de violet, etc.). It is customary to call the 
most highly saturated pomades, Pomade No. 36. 


As a rule, at the beginning of the harvest every 
chassis is charged with about 360 grams of fat corps 
on each side of the glass plate, or 720 grams per chassis. 
Every kilo of fat corps should be charged during the 
entire period of enfleurage (eight to ten weeks) with 
about three kilos of jasmin flowers. The weights differ 
somewhat in the cases of other flowers. 


At the end of enflenrage there is an approximate loss 
of ten per cent of fat due to the various manipulations. 
In other words, the total yield of the fragrant Pomade 
No. 36 is about ten per cent less than the fat corps 
originally applied to the chassis. Most of this loss is 
due to the fact that some fat adheres to the exhausted 
flowers when they are removed (defleurage) every 
twenty-four hours. 

In the very early days of perfumery, the fragrant 
pomades were used directly; later they were extracted 
with high proof alcohol, the alcohol dissolving the nat- 
ural flower oil from the pomade. These alcoholic wash- 
ings, called Extrait No. 36 when made from Pomade 
No. 36, represent to a remarkable degree the natural 
and true perfume of the flowers. It should be remem- 
bered that during the process of enfleurage and washing 
the pomades with alcohol, no heat whatever is applied, 
and for this reason the exfraifs contain the natural 
flower oil as the live flowers exhale the oils. The only 
disadvantage is perhaps a slight fatty by-note which 
can be eliminated to a certain extent by efficient freez- 
ing out of the alcoholic washings and good filtering. 
Besides, this slight fatty note gives a certain round- 
ness and fixation value to the perfumes and is not always 
objectionable. 

For making exfraits, the pomades are usually worked 
up in the Winter when sufficient time is available for 
this work. The pomades are put into so-called batteuses 
which are stirring devices arranged in batteries. Stir- 
ring of the pomades with alcohol is done in cool cellars 
to avoid loss of alcohol by evaporation. Every batch 
is stirred fer several days and the well-known manner 
of methodical extraction applied, i.e. a “third” alco- 
holic washing is used for extracting a batch of pomade 
a second time; this “second” washing serves for the 
“first” washing of a fresh batch of pomade and for 
pomade which has already been extracted twice, new 
alcohol is used for a “third”? washing. This method 
which can be extended to a fourth and fifth washing 
serves to bring about a most efficient extraction of the 
pomade with the result that the exhausted fat is quite 
odorless. It cannot be used again for new enflenragi 


and is sold to soap factories. 


The alcoholic “first” washings called “Exvtraits No. 36 
are then run through a refrigerator and cooled to tem- 
peratures well below zero, to —I15 Cc. it possible, 
thereby bringing about a fairly good separation of the 
small quantities of fat remaining in the alcoholic solu- 
tion. This fat, frozen out, is eliminated by filtration 
at low temperatures. 

The ratio of alcohol to pomade is calculated with a 
view to finally obtaining one kilo of exfrait per kilo 
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of pomade used. There is an unavoidable loss of alco- 
hol during the process of stirring. 

The purified exfraits truly represent the perfume of 
the living flower. It was especially during the Nine- 
teenth century that exfraits served as most valuable 
ingredients for building up classical French, perfumes. 
Large quantities of pomades used to be washed out 
every year by the Parisian perfumers and are still em 
ployed by some conservative houses. It is no secret 
that some of the leading French perfumes owe their 
beauty partly to an ample content of pomade wash- 
ings. Washing of the pomades was done partially in 
the Grasse factories and in some instances by those 
perfume houses in Paris, London, Berlin and New York 
which were adequately equipped with batteuses and 
freezing apparatus. 

During the last twenty years most of the perfumers 
could not spare time to wash their own pomades. Fur- 
thermore, the high custom barriers since the war have 
rendered shipment of alcoholic washings into foreign 
countries practically impossible. For these reasons the 
manufacturers in Grasse offered their pomades, i.e., their 
extraits, in a more concentrated and convenient form. 

By completely concentrating the alcoholic extraits in 
vacuo at comparatively low temperatures, an alcohol- 
free flower oil is obtained. It contains the natural 
flower perfume plus a certain percentage of fat which 
even by excessive freezing cannot be eliminated from 
the washings. This content of fat in the cooled ev- 
traits is, according to our experiments, somewhat below 
one per cent and increases as concentration proceeds. 

The crude absolutes of enfleurage are usually quite 
dark in color and, due to the content of fat, mostly 
of a semi-solid consistency. Certain methods of puri- 
fication give more liquid products, lighter in color and 
lower in fat content. Of course, the further one pro- 
ceeds with the purification and elimination of fat, the 
more expensive the end product becomes. Every manu- 
facturer has his own standards and methods which are 
kept secret. 

The so-called absolutes of enfleurage, absolutes of 
pomades, concentrates of pomades or liquid concretes 
are employed in modern perfumery, although experi- 
enced perfumers insist that these concentrates redissolved 
in alcohol do not compare with the beautiful, original 
flower exfraits. No doubt, a part of the natural flower 
oil and especially the most volatile and delicate con- 
stituents are lost despite all care taken in the process 
of concentration of the exfraits. 


As a characteristic of absolutes of enfleurage a slight 
but perceptible sweet by-note of vanillin, quite alien 
to the true flower perfume, should be noted. This note 
originates from the 6/10 of one per cent of benzoin 
which is incorporated in the fat corps for protection 
against rancidity. Soluble in alcohol, the benzoin dis- 
solves when the pomades are washed out, and upon 
evaporation it is accumulated in the concentrate. 


In describing the process of enfleurage we mentioned 
that the flowers are removed from the fat corps on the 
chassis every twenty-four hours. But we neglected to 
mention that the flowers are not thrown away because 
they still contain part of their natural perfume which 
was not absorbed by the fat. It must be borne in mind 


that the perfume or essential oil of the flowers consists 
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not only of easily volatile constituents but also of com- 
pounds of higher boiling range which are not so readily 
released by the flowers. The most volatile parts are 
very likely fully absorbed by the fat, whereas the higher 
boiling constituents have a tendency to remain in the 
flowers. Of course, the actual conditions are much 
more complicated and probably many physiological 
processes take place, the explanation of which is still 
open for discussion. It would go far beyond the scope 
of this article to discuss them. We shall, however, 
encounter these problems again in our study of the 
methods of enfleurage and extraction as applied to jas- 
min flowers. 

The flowers when removed from the chassis still con- 
tain valuable perfume material which can be obtained 
by extracting this partly exhausted flower material with 
a volatile solvent, petroleum ether, for instance. Con- 
centration of the petroleum ether solution results in a 
solid mass. (This solid mass, however, should not be 
confused with the concretes and absolutes of direct 
extraction of fresh flowers which we shall take up in 
a separate chapter. ) This product, when purified and 
made alcohol-soluble by treatment with strong alcohol, 
is the so-called absolute of chassis, a thick liquid, 
alcohol-soluble oil with an odor differing somewhat 
from the perfume of the absolute of enfleurage. Abso- 
lute of chassis, too, contains a certain percentage of 
fat originating from the corps with which the flowers 
were in contact during the process of enfleurage. Fur- 
ther purification yields a lighter product which finds 
useful application in perfumery and serves particularly 
well in rounding off harsh notes caused by synthetics. 

Absolute of enfleurage and absolute of chassis logically 
supplement one another because each represents only 
part of the total natural flower oil present in the living 
flowers. Yet, they are often sold separately, perhaps 
because the absolute of chassis is lower priced than the 
absolute of enfleurage. 

(To be Continued ) 





Holds Lipsticks Dutiable as Metal Articles 


Holding that the component material of chief value 
in certain lipsticks imported by Maurice Levy, New 
York, was metal, the United States Customs Court, 
First Division, recently overruled the importer’s claim 
to recover customs duties. The plaintiff claimed that 
the merchandise was dutiable as a cosmetic not contain- 
ing alcohol at 75 per cent ad valorem. The rate assessed 
by the collector was equivalent to 110 per cent ad 
valorem. 

The court found that the holders of the lipsticks in 
question were not the usual containers for such cos- 
metics, but could be used over and over again with re- 
fills, and therefore the material of chief value was the 
metal container. Judge Brown entered a dissenting 
opinion, stating that the metal case was only an ordi- 
nary case for the use of the lipstick. He said in part: 

“The article is undoubtedly a cosmetic applied to the 
lips. The rouge or coloring matter in the interior of 
the lipstick is protected by the metal holder for preserva- 
tion and to prevent discoloring other articles with which 
it may come in contact; and on its face, as stated be- 
fore, the metal holder is designed for that particular use. 
It is manifestly the ordinary container for the use of the 
article.” 
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Facial Mask 


Those seeking novel preparations will find that a facial 
mask made with bentonite instead of the usual fullers 
earth is a smoother product. Mix to a paste about 15% 
bentonite with witch hazel or other aromatic water. 
A balsamic perfume may be added, or bay rum may be 
used instead. The preparation should be tinted as the 
mass is of a dull gray-green color. Powdered calamine 
may be added to both color the preparation and increase 
its value as a mask. Pack in opal jars. 


Facial Cleanser with Salt 


This writer does not profess to be original at all 
times, and this time especially. So we pass on this idea 
for what it is worth, and it looks good. A staff writer 
in the beauty department of a ladies’ magazine recently 
wrote about the type of cleanser a certain movie actress 
uses to keep a smooth, clean skin. The cleanser con- 
sists of equal parts of salt and olive oil. A better and 
more marketable one, this writer thinks, will contain 
less salt. The preparation should be shaken before use, 
ind the oil removed with soap and water as usual. 


Germ Destroyers in Creams 


A new fad is to add to your regular cream some 
sort of germ destroyer. One famous nationally adver- 
tised line has already done this. The advertisements 
usually carry pictures of agar plates used in tests. Any 
of a number of substances can be used to achieve this 
effect, such as chlorthymol, para-oxy-benzoic acid 
esters, phenyl mercury nitrate and chloride and numer- 
ous others. An outstanding substance is mercury 
ricinoleate, supplied in colloidal solution which is added 
to the cream during mixing. It has like application 


in toothpaste, soaps and other cosmetic preparations. 


Spoiled Cosmetics 


In his Ww anderings, this writer 1s constantly picking 
up preparations to observe in the laboratory. He is 
astonished at the number of creams, apparently fresh, 
that show separation, discoloration, precipitation or 
other undesirable phenomena. Someone is slipping— 
somewhere. Next month I'll go into some detail on 


one partic ular preparation. 


Is This Column Useful? 


The writer has conducted this column for about a 
year, and wonders if he is rendering a service to the 
readers. Why don’t you write in sometime and give 
us some suggestions on how you'd like this column 
conducted, if it is useful to you, and how it can be 


made more useful. 
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Commerce Department Work Continues 


ERVICES to the drug trade will be continued in 1934, 

according to C. C. Concannon, Chief of the Chemical 
Division, Bureau of Foreign and Domestic Commerce, 
Washington, D. C. These services consist of three ex- 
port statements, three import statements, one of im- 
ports for consumption, all published monthly, and a 
weekly bulletin which gives news of the world affect- 
ing the drug trade of the United States. 

The export publications cover shipments of medicinal 
oils, biologics, pharmaceuticals, proprietary medicines, 
Import publica- 


drugs, 


toilet preparations, crude drugs, etc. 
detail 
chemicals and perfumery. All 


tions receipts of crude miscellaneous 
these statements show 
quantity and value as well as countries of origin and 
destination. 
covers the entire field of drugs, chemicals, dyes, plastics, 
matches, etc. The weekly World Trade Notes, issued 
each Monday, contains an average of 40 news items 


gathered from all parts of the world, together with a 


The statement of imports for consumption 


list of foreign trade opportunities received during the 
preceding week. 





1933 Peppermint Oil Exports Near Record 


Exports of peppermint oil from the United States in 
1933. nearly equalled the high record established in 1932, 
according to a compilation prepared by the Commerce 
Department’s Chemical Division which shows that 235,- 
000 pounds were sold abroad during the year, whereas 
C. C. Concan- 
non, Chief of the Division, pointed out that the tend- 


in 1932, 263,000 pounds were exported. 


an increasingly large percentage of the 
domestic production to be sold in foreign markets. In 
1933, approximately 47 per cent of the total crop was 


33.6 


ency is for 


exported, compared with 62.8 per cent in 1932; 
in 1931; 21.1 in 1930; and 20.6 in 1929. 

There has been a sharp curtailment of domestic pro- 
The 
Gutput of peppermint oil fell from 1,103,000 pounds in 
1930 to 411,000 in 1932, but rose to 503,000 pounds 
in 1933. 


duction in the years that exnorts have increased. 





Design Protection Bill Introduced 


A bill (H.R. 7359), has 
House of Representatives by Congressman Theodore A. 


been introduced in the 


Peyser. This bill would enact the plan for design pro- 
tection recently outlined by Henry Creange, of New 
York. A the details of the bill will be 


found on page 568 of our January issue. It is undet 


statement of 


stood that the bill will be presented in the Senate by 


Gerald P. Nye. 


Senator 


Coty Wins from “Le Prince” 


Coty, Inc., New York, won its suit against Berthold 


J. Prince and Sigmund Miller, trading as “Le Prince”, 
Federal Judge Bondy, in the United States District 
Court, issuing a decree in favor of the plaintiff, which 
restrained the defendants from using a price list on 
which appear five Coty preparations, and from selling 
their perfumes in conjunction with Coty trade marks. 
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Drug Institute Reports on Labor Costs 
VERAGI 


Southern and Western states show 


labor costs in retail pharmacies in the 
a more decided 
1933 over 1932 than do the Northern and 
Eastern states, according to a report prepared by the 
Drug Institute of America, Inc. This report is the result 


increase in 


of further study of the replies received to the question 
naires concerning labor costs, which the Institute has 
submitted to its 37,000 members, and is designed to 
show the effect of N.R.A. conditions on labor costs in 
retail drug stores. 

The report divides the United States into seven well 
defined have definite 
The 
South Atlantic and the South Central states evidenced 
the substantial increase of 3.75 per cent and 3.44 per 
cent, respectively, in labor costs between 1932 and 1933, 
having risen in the one case from 16.84 per cent to 
20.59 per cent, and in the other from 17.87 per cent 
to 21.31 per cent. The Western states (Montana, 
Wyoming, Colorado, Utah, etc.) showed the even more 
apparent rise of 4.52 per cent between these two years, 
having been 15.74 per cent in 1932 and 21.26 per cent 
in. 1933. 

This comparatively high advance in labor costs in 


sections which evinced certain 


trends according to their geographical location. 


the West and South is especially interesting as the 
cheaper living conditions in these two sections of the 
country are generally considered as being provocative of 
low wages and reduced overhead, so that special wage 
differentials are usually figured for these areas of the 
United States. 

The remainder of the United States (the New Eng- 
land, North Atlantic, Middle-Western and Pacific 
states) all strike an average increase in labor costs of 
2.26 per cent of net sales in retail pharmacies for 1933 
For the United States as a 
whole, the average labor cost in retail drug stores, as 


over the preceding year. 


most recently computed, is 19.99 per cent of net sales 
in the latter part of 1933, as compared with 16.89 per 
1932. This makes a differential of 
cent between the two years for the country at large. 


cent in 2.97 per 





Omaha to Have Beauty Show 


Omaha will be fifth 
to the Trans-Mississippi Beauty Show and Convention 
February 26, 27 and 28. 
tended by 1,500 hairdressers of 
souri, Kansas and South Dakota. 
held at the Fontenelle hotel. 


ness 


host for the consecutive year 
This show is annually at 
Nebraska, Iowa, Mis 
This year it will be 
Norman F. Folda is busi 
manager. 
On the program will be nationally and internationally 
authorities on including Mario 
New York, director of the Coiffure Guild 
York; Marie Callahan, Chicago, beauty trade 


known cosmetology, 


Campana, 
of New 

journal editor; Emil Rohde, Chicago, president of the 
National Hairdressers’ Association; Otto de Donato, St. 
Louis, past president of the Missouri Hairdressers Asso 
ciation; Mare Gartman, Chicago, president of the Hair 
dressers Association of Illinois; Agnes Schmitt, Lincoln, 
Neb., president, Nebraska Hairdressers Association and 
Lorenzo, Omaha, president, Omaha Association of Cos 
director of the National Hairdressers 


metology and 


Association. 
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Spooner Opens Showroom 


In line with plans for expansion and as a result of 
greatly increased business, Spooner, Inc., manufacturer 
of cosmetics, now located at 417 West 126th street, 
New York, will, on March 1, open an office and show- 
room at 347 Fifth avenue for the convenience of its 
customers. This firm is enjoying a remarkable business 
on several of its new specialty items as well as estab 
lished agency lines, and confidently expects the current 
year to be the most successful period in its twenty 
years of business. 


Goodwin Advanced by Yardley 


Irving S. Goodwin, for the last eleven years sales 
representative in Manhattan for Yardley & Co., Ltd., 
New York, has been appointed assistant sales manager 
of the company. Mr. Goodwin, who is well known in 
the trade in the metropolitan area of New York, will 
work in close association with Curtis Campaigne, sales 
manager. David Stewart, who has been covering Long 
Island, has taken over the greater part of Mr. Good- 
win’s territory in Manhattan. 


D’Escayrac Returns from Europe 


Bernard D’Escayrac, vice-president and general mana- 
ger of Guerlain, Inc., New York, returned on the 
Europa January 25 after a four weeks’ trip to France. 
Conferences with officials of Parfumerie Guerlain, the 
parent house, occupied a great part of his time, but 
he was able to spend the Christmas holidays with his 
mother at her country home. 

Mr. D’Escayrac reported favorably of the Guerlain 
business, stating that volume in January of this yea 
was double that of the same month last year. He is 
gratified at the marked improvement in business here, 
which is especially noticeable, he says, after a visit to 


France where the situation is not very promising. 


$6,000,000 for Advertising 


Coca Cola bottlers from the Middle Atlantic and 
New England states attending their annual meeting in 
Atlantic City, N. J., January 22 were told that the 
Coca Cola Co., Atlanta, Ga., would spend in excess of 
$6,000,000 in advertising this year. It was said that 
this was the largest appropriation of its kind ever mad 


by the company. 
Procter Sails for Mediterranean 


William Cooper Procter, chairman of the board of 
Procter & Gamble Co., Cincinnati, sailed on the Staten 
dam of the Holland-American line, February 8, for 
Mediterranean points. 
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Dr. Bost a New York Visitor 


Dr. William Dale Bost, president of Orange-Crush 
Co. and of Bost, Inc., Chicago, was a visitor to the 
trade in New York early in February. Dr. Bost says 
that business is improving steadily, and that the adver- 
tising for both companies has been materially increased. 
He is especially pleased with the results of the new 
radio broadcasting of Bost, Inc., featuring Edwin C. 
Hill, noted news commentator. 


Coulter Named Colgate Vice-President 


J. A. Coulter, formerly general superintendent of the 
Colgate-Palmolive-Peet Co., Chicago and Jersey City, 
has been elected vice-president in charge of production 
and a member of the company’s board of directors, 
according to an announcement by S. Bayard Colgate. 
president. Mr. Coulter 
succeeds N. N. Dalton, 
who resigned December 31, 
1933. 

Mr. Coulter has been 
connected with the com 
pany since 1923. He was 
located in the Milwaukee 
office until the time of 
the Palmolive-Peet merger, 
after which he became 
general superintendent. 

George B. Winfrey has 


been appointed district 





sales manager of the soap 
department for the com 


J. A. COULTER 


pany on the Pacific coast 
with headquarters in Los Angeles. The district man 
igership in that section was formerly held by O. F. 
For the last five years Mr. Winfrey has 


been a broker in grocery store products 


Heffelfinger. 


La Pompadour Expands Business 


La Pompadour, Inc., Minneapolis, is planning to re 
model its main plant ind lease additional space in con 
nection with taking ove! distribution ot several lines 
ot imported ind domestic wines and liquors. The com 
pany’s laboratories will be utilized to develop a line 
ot domestic liquors ind cordials tor nationwide dis 
tribution. Some addition to the staff of the company 
has already been made, and further employees will be 
idded until the present innual payroll is doubled. 

Meyer Schuldberg, president ind general manager, 
states that the manufacture of cosmetics will be con 
tinued. 
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New Plant for Dolly Dimple Labs. 


The DoHy Dimple Laboratories, manufacturers of 
10c cosmetics, with factories in Atlanta and St. Louis, 
changed the location of their Atlanta plant February 1, 
moving into a modern three-story, daylight building 
with 25,000 square feet of floor space. 

In celebration of this expansion the management gave 
an elaborate “house warming” party, on the evening of 
the first. Newspapers carried full page ads and pub- 
licity stories, inviting the public to attend the celebra- 
tion; special radio programs also announced the event. 
It was estimated that 10,000 people entered the doors 
between 8 P. M. and 11 P. M., making a total at- 
tendance that eclipsed any similar opening ever held 
in the city of Atlanta. Specially conducted tours of 
the plant were a feature, and a 12-piece orchestra fur- 
nished music for dancing. A variety of radio artists 
in person entertained the guests, giving two broadcasts 
direct from the plant. Attractive favors were presented 
to each visitor. 

The new, greatly enlarged Dolly Dimple plant has 
multiplied its capacity several times and is now pro- 
ducing cosmetics in such volume as to supply amply the 
national demand for these 10c items, which were per- 
fected by E. C. Shearin and L. D. Shearin. The Dolly 
Dimple line includes: petroleum jelly, lemon lotion, 
almond lotion with honey, rose lotion, vanishing creams, 
cleansing creams, cold creams, wave lotion, witch hazel, 
lipstick, rouge, etc. 

These products have continued to gain in popularity 
and are now being sold through many outlets, includ- 
ing: F. W. Woolworth Co., W. T. Grant Co., H. Kess- 
ler & Co., Emery Stores Co., Inc., Silvers, F. & W. 
Grant, Weil’s Ten Cent Stores and many others. 

E. C. and L. D. Shearin, the proprietors, are pioneers 





E. C. SHEARIN 


L. D. SHEARIN 


in the cosmetic field, having devoted their entire careers 
to originating and improving formulas and_ perfecting 
production principles. 

Harvey-Massengale Co., Inc., Atlanta, has been ap- 
pointed agent to handle national advertising for the 
firm. 


Miss Del Marvin Again Heads Firm 


Ina Del Marvin, who has been living in Paris and 
Grasse, France, has again taken over the business of 
Ina Del Marvin, Inc., Detroit, Mich., which she sold 
in 1927 to Katherine McKelpine. Mrs. McKelpine died 
in 1930. 
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Soviet Cosmetic Head Honored 


A special dispatch from Ralph W. Barnes, of the 
New York Herald- Tribune bureau in Moscow, pub- 
lished in that paper on February 2, tells of the high 
honor recently paid to Madame Molotov, wife of the 
Premier of the Soviet Union for her work in super- 
vising the manufacture of 
cosmetics in Soviet Russia, 
The dispatch is as follows: 

“For supervising the 
manufacture of superior 
lipstick, powder, 
eyebrow pencil, perfume 
and other cosmetics, Com- 


rouge, 


rade Paulina Semyonova 
Zhemchuzhina, who is at 
the same time Mme. Molo- 
tov, wife of the Premier 
of the Soviet Union, has 
been awarded the Order 
of Lenin, the highest deco- 
ration at the disposal of 
the Soviet government. 
“Slender, below medium height, with light-brown 
hair, Comrade Zhemchuzhina is head of the principal 
Soviet cosmetics trust, known as Tezhe. Eight other 





MMe. MoLoroy 


employees of the trust, including two women, were 
awarded the Order of the Red Banner, the second high- 
est decoration, for their part in raising the quality 
of the country’s beauty products. 

“With the awards to Comrade Zhemchuzhina and the 
others go the heartfelt thanks of several million Soviet 
young women, who are attaching ever-increasing im- 
portance to the appearance of their faces, not to speak 
of the importance of pretty clothes. Many products 
of the cosmetics trust are put up in packages quite as 
highly decorated as those used by the best Parisian per- 
fumers.”’ 

United Press dispatches of June, 1932, reported that 
Soviet press articles had ridiculed and criticized the 
cosmetics trust, without direct reference to Mme. 
Molotov, one newspaper charging that the trust had 
been conducting useless and expensive experiments in 
soapmaking. The only methods of soapmaking which 
it failed to utilize, it said, were the simple and obvious 
Another 
paper ridiculed the “bourgeois” labels on the products 


ones used successfully all over the world. 


of the Tezhe, pointing out that they were similar to 
the labels on cosmetics produced in capitalistic cities. 


Pinaud Appoints Regal 


Pinaud, Inc., New York, has appointed Dan F. Regal 
as its sales representative in the Southwestern terri- 
tory which embraces the states of Texas, Oklahoma, 
Arkansas and Missouri. Mr. Regal, who until recently 
was associated with Johnson & Johnson, New Bruns- 
wick, N. J., in a sales capacity, is well known to buyers 
in the Southwest, having been associated with the per- 
fume and drug trade in that section for the last 16 
years. His headquarters will be in St. Louis. 

The company plans to launch a huge national adver 
tising campaign in March featuring “Eau de Quinine” 
and “Lilas de France.” Magazines will be the principal 
media. 
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Cosmeticians “Spurlos Versenkt”’ 


[hese are days of mystery tales, but the strange 
disappearance in the Pacific Northwest of two beautiful 
blonde cosmeticians, employees of a Hollywood cosmetic 
proves that truth is far mysterious 
The two 3 were on their way 
to Klamath Falls, Ore., when they vanished mysteriously, 


firm, more than 


fiction. young women 
and no friend, relative nor their employer has heard 
from them since the fatal November 12, when they 
Doris Sparks and Andrea Mardelle are 
the names of the young women who disappeared on that 
date, after being identified in Crescent, Klamath County, 
Ore., by a service station and restaurant operator, and 


were last seen. 


a hotel waitress. A search on skis by forest rangers in 
nearby Crater National Park, as well as by the state 
police of Oregon, has failed to unearth any clues con- 


cerning the young beauticians. 


Inquiries from Canada 


We have recently received several interesting com- 
munications from Canadian houses seeking additional 
We should 


be glad to have interested parties communicate with us. 


lines for representation in the Dominion. 


Ungerer Official in Detroit 


Kenneth G. Voorhees, vice-president and sales mana- 
ger of Ungerer & Co., Inc., New York, recently paid 
Detroit and the Middle West a visit, contacting mem- 
bers of the trade with E. M. Tysdal, Ungerer’s Chicago 
representative. Mr. favorable 
that things 
look better than they have in a long time. He looks 
to the future with real hope. From Detroit, Mr. 
Voorhees went to Chicago, and then to New York. 


Voorhees reports very 


indications throughout his tour, stating 


Coupey Buys Walker Home 


Eric Coupey, broker in essential oils, has purchased 
the old brick dwelling at 6 St. Luke’s Place, New York, 
which for many years was the home of James J. Walker, 
former Mayor of New York. The purchase price was 
not revealed, but the papers showed the sale was made 
subject to an $8,500 mortgage. 
at $24,500, of which $21,000 is listed as land value. 
Transfer of the property was recorded February 14. 

Mr. Coupey will occupy the home with his family and 
will use the study designed by the former Mayor for 
his office. 


The property is assessed 


Pond’s Wins Packaging Award 


The new cold cream jars of the Pond’s Extract Co., 
New York, were awarded first place in a contest con- 
ducted by the Syndicate Store Merchandiser, of Newark, 
N. J., to determine the best 10 cent package sold in five 
and ten cent “Nivea” skin oil, manufactured 
by P. Beiersdorf & Co., Inc., Long Island City, took 
second prize. 


stores. 


Other winners were: Third, package of “Tish” hand- 
kerchiefs, by Tish, Inc.; fourth, the “Cotton Picker,” 
by Bauer & Black, Inc.; fifth, tie between Johnson’s 
paste wax and Lehn & Fink’s “Hinds Toning Cleanser”; 
and sixth, tie between facial tissue package, by Sitroux 
Importing Co. and ‘Campana Italian Balm.” 


The packages were judged on a point system—on the 
basis of sales value, general appearance, cost of produc- 
tion, durability and protection to contents. 
were F. C. 


Judges for 
the contest Kendall, editor of Advertising 
Arts; W. L. Longyear, in charge of professional con- 
tacts at Pratt Institute, Brooklyn; and Miss Helen Dry- 
den, designer. 

Packages entered in the competition were on display 
at the Hotel Pennsylvania, New York, January 5 and 6, 
at which time prizes were presented to the winners. The 
accompanying photographs show the group of winners 
and Miss Dryden presenting the first prize trophy to C. 
M. Baker, vice-president of the Pond’s Extract Co. 





WINNING PACKAGES 


AND PRIZI 


Cup 
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Mr. BAKER RECEIVING First Prize Tropry 
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Wagner and Simpson Visit New York 


Wagner, Jr., 
Schultz-Ilinois-Star Co., Chicago, Ill., accompanied by 
Charles T. 
packaging division, Warsaw, Ind., were visitors in New 
While there they called on 
the trade in company with Stanley Lowen, Eastern 


Frederick P. 
Simpson, general manager of the cosmetic 
York early this month. 


representative, and made their headquarters at the New 
York office, 122 E. 42nd street. 

Both Mr. Wagner and Mr. Simpson were gratified by 
the reception accorded them; and, with the recent in 
stallation of a new unit in the Warsaw plant, are 
favorably impressed with the outlook 


Volupté in Larger Quarters 


Volupte, Inc manufacturer of vanity cases and 
atomizers, has leased larger space at 347 Fifth avenue, 
New York. The company now occupies almost the en 


tire Fifth avenue side of the building. 


Organize Consumer Legislation Committee 


A movement of some importance, especially in the 
field ot toilet preparations and drugs, Was launched 
February 2 at a meeting in New York, at which the 
Committee for Sound and Democratic Consumer Legis- 
lation was formally organized. Presiding over the meet 
ing was Lee H 
Hristol, vice presi 
cont of Bristol 
vlyers Co., New 
York, who has 
been chosen chair 
man of the vol 
unteer committee, 
[he purposes of 
the new organi- 
zation, as ad- 
vance d at the 
meeting, are the 
promulgation ot 
iuthoritative in 
formation to the 
public on pend 
ing consumer 


legislation and 





investigation of 
constructive leg 
istation for the protection of the public. 

Mr. Bristol urged the public to take a stand against 
the so called “Tugwell” bill and other ill judged at 
tempts at consumer protection through legislation and 
its support for measures carefully constructed and well 
On the 
committee with him are the following identified with 


thought out tor accomplishing the same ends. 


the toiletries and drug trades: S$. Bayard Colgate, presi- 
dent, Colgate-Palmolive-Peet Co., and Ellery W. Mann, 
president, Zonite Products Co. John W. Darr, 420 
Lexington avenue, New York, has been named secretary 
of the committee. 


In the accompanying photograph, Mr. Bristol, seated, 
is shown discussing with Mr. Darr plans for the activi 
ties of the committee. 
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vice-president of the 


Miss Wall Speaks on ‘‘P-P-D” 


“Fifty Years of Paraphenylenediamine’’, a very timely 
topic, was the subject of an address by Florence E. Wall, 
F.A.L.C., as the guest speaker at the regular monthly 
meeting of the Technical Association of the Fur Indus- 
try, in New York February 19. 

Although this valuable 
chemical has had more 
notoriety and unfavorable 
publicity than any of the 
coal tar group used for 
similar purposes, 1933 
passed with little notice in 
the respective industries 
that it marked the fiftieth 
year of continuous and 
ever increasing use ot 
paraphenylenediamine as a 
dye for furs and hair. 


Miss Wall briefly re 


viewed its history, stress 





ing the early errors that 


Miss Frorence Watt 


led to its regulation in cer- 
tain European countries, and deplored the great amount 
of misinformation and incompetent opinion that has 
been disseminated in this country in the concerted ef 
torts of professional reformers to ban paraphenylene 
diamine from the trade. 

She shook down the available reliable information on 
the use of paraphenylenediamine as a fur and hair dye, 
showed that it is only one of hundreds of foods, plants, 
and chemicals that cause the same form of dermatitis, 
and that it can be used in safety by anyone who has 
no idiosyncrasy against iC. The hair dye people, she 
believes, could well take a lesson from the fur trades 
and learn what is really worth knowing about para- 
phenylenediamine and other amino-dyes in common use 
nowadays, so that they can protect their own interests; 
otherwise a profitable branch of their business may be 
taken away by legislation. 


Matchabelli Increases Space 


Prince Matchabelli Products Corp. has leased an addi 
tional floor at 160 East 56th street, New York, increas 
ing its space to three floors and a total of 12,000 square 
feet. Manufacturing and shipping operations are con 
ducted at that address, the company recently having 
transferred its sales othce to 724 Fifth avenue. In- 
creased business was viven as the reason for the latest 
expansion. 

The company has appointed Nicholas Holmsen special 
representative in the Middle West with headquarters in 
Chicago. He will cover a territory consisting of the 
following states: Illinois, Missouri, Kansas, Iowa and 


Minnesota. Mr. 
Wrangell. 


Holmsen succeeds Baron Charles von 


Berray Now with T. Charles, Inc. 


George E. Berray, formerly president of Di-I ish, 
Inc., New York, has resigned from that organization 
ind is now connected with T. Charles, Inc., manufac 


Mr. Berray will hav: 


charge of sales promotion of “Shamp-U-Tint”, a new 


turer of chemicals, New York. 


hair dye in shampoo form. 
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Miss Arden Buys South Carolina Home 


Mrs. Florence N. Lewis (Elizabeth Arden) has just 
purchased a villa in Summerville, $. C., which is being 
renovated under her personal direction for use as a 
Winter home. She has had a Winter home at Columbia, 
S.C... But prefers the new location. 


La Corbeille de Fleurs Annual Party 


The ninth annual entertainment and dance of La 
Corbeille de Fleurs, Inc., the society composed of the 
staffs of Houbigant, Inc., and Cheramy, Inc., was held 
in the Hotel Edison, New York, on Friday evening, 
February 9, with more than 700 present to enjoy a 
most successful evening. The program included the 
presentation of a musical revue, entitled ‘The Melody 
Cruise of S. S. May Flowers,”’ followed by dancing. 

The revue, w hich was created and staged by members 
of the organization, was under the direction of E. L. 
Kraus, chairman of the entertainment committee, who 
has been so successful in the past in the production of 
the annual shows. This year’s presentation was one of 
the most enjoyable of all, being featured by dances 
under the direction of Miss Dollie Santacroce, and 
comedy specialties by Frank Vella and Charles Schamay. 
The entire cast gave a creditable performance, much 
to the pleasure of the interested spectators W ho included 
members of the executive staffs of both companies. 

In addition to Mr. Kraus, chairmen of the committees 
who were largely responsible for the success of the affair 
were: reception, W. B. King; door, S. Kudless; program, 
T. Ferrary and T. Thornton; and floor, J. F. Alexandre. 

Officers of La Corbeille de Fleurs, Inc., are: President, 
A. P. Ashberger; vice-president, E. R. Marshall; treas 


urer, J. H. Morrell; secretary, J. F. Alexandre; and 


assistant treasurer, E. L. Kraus. 
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Jergens Enlarging Plant 


Construction of a seven-story addition to the plant of 
the Andrew Jergens Co., at 2539 Spring Grove avenue, 
Cincinnati, O., will be completed in the near future. 
The addition, which will cost approximately $75,000, 
has been made necessary by the rapid growth of the 
company’s business. It will be used entirely for produc- 


tion purposes. 


Mr. and Mrs. Killeen in Florida 


E. V. Killeen, president of George Lueders & Co., 
New York, and Mrs. Killeen, left February 9 for 
Ormond Beach, Fla., where they will spend a few weeks 


enjoying a well earned vacation. 


Bennetts on Western Trip 


Mr. and Mrs. D. A. Bennett left recently for an 
extended trip through Arizona and the West, expecting 


to visit California before returning to Chicago. Mr. 
Bennett is president of Albert Verley, Inc. 


Miss Lum a Graduate 


A lively house party was held by Dudley Field Lum, 
Chicago representative of Givaudan-Delawanna, Inc., 
and Mrs. Lum to celebrate the graduation of their 
daughter, Nancy Mills, age 13, who will enter the 
Evanston Township high school in the February 


semester. 


Baron Now With American Beauty 


Irving Baron, who has had many years of contact 
with the cosmetic industry, has joined the selling force 
of the American Beauty Nail Polish Co., Inc., New 
York. 
































Helfrich Attends Code Hearing 


Helfrich 
Chicago, attended the hearing on the code for the per 


J. H. Helfrich, president of Laboratories, 
fume and toilet preparations industry in Washington 
January 16 and 17 at the request of the executive 
board of the Chicago Perfumery, Soap & Extract As 
Mr. Helfrich 


the association had approved 


sociation. Speaking at the hearing, said 


the executive board of 

the code as presented. 
Prior to returning to ¢ hicago, he spent several days 

in New 


conferring with W. F, Zimmerman, treasurer and gen 


New York, 


York, contacting the trade in that city and 


eral manager of Helfrich Laboratories of 


Inc. 


Norton Made Lambert Director 


J. S. Norton, vice-president in charge of sales of 
the Lambert Pharmacal Co., St. 
director of the company at a 


Louis, was elected a 
recent meeting of the 


Joel Y. Lund, St. Louis 


manager who also is in charge of domestic and foreign 


board ef directors in St. Louis. 


production, was made a 


Schuchardt, auditor, 


vice-president, and A. C. 


was named treasurer. 


Group at Harper Convention 


We present this month a picture of the group of 
enthusiasts from Martha Matilda Harper, Inc., Roches 
ter, N. Y., who attended the Harper Method conven 
the Hotel The 


convention Was in progress W hen our January issue 


tion at Astor, New York, last month. 
went to press and accordingly the photograph was not 
available and its publication had to be deferred until 
this month. On the platform, third from left is Miss 
Harper and at the extreme right Miss Ann Harper. 
Near the group on the floor, Capt. 
MacBain is seated, while Mr. van Kirk, chief chemist 
The 
and 
delegates returned home full of enthusiasm over the 


center of the 


for the company, is standing in the background. 


convention was a great success in every respect 


plans which were disclosed at the meeting. 





University of Detroit Plans Cosmetic Research 


Officials of the University of Detroit plan to d 
velop the best cosmetic laboratory in the United States 
within 


two The plan is to avail the smaller 


manufacturers, who do not have the facilities of a lab 


years. 


oratory because of curtailments due to the depression, 
of the University’s labora 
tories in return for the 
“establishment of research 
fellowships”. 

The 


ducted by 


will be con 
Father Adam 
Keller under the direction 
of Dr. H. L. Coles, direc 
tor of the Department of 
Engineering Research. Al- 


work 


ready one cosmetic fellow- 
ship has been established 
by the D. J. Healy Co., 
manufacturer of “Healoil”’ 
and other scalp prepara 


Fr. ADAM KELLER tions. 


Father Keller’s previous 
experience includes several years with the National Car- 
bon Co. and later with the Strong, Cobb Co., of Cleve 
land. In addition to the research work planned, Dr. 
Coles, together with Father Keller, expects to launch a 
course in cosmetics and perfumery within the next year. 
Statements from these officials indicate that a good en- 
The 


senior students or graduates. 


rollment is anticipated. course will be open to 


White King Soap Starts Campaign 
The White King Soap Co., Wichita, Kan., is project 


ing the largest advertising campaign in its history. Ac 
cording to E. M. Finehout, advertising director, the 
Western half of the 
country employing newspapers, car cards and billboards. 
It will be devoted to advancing the sale of ‘White 


King” 


campaign will cover the entire 


granulated soap. 
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West-Wright Buys Cosmetic Plant 


The West-Wright Mfg. Co., 3434 Grand River ave- 
nue, Detroit, has acquired the plant of the Misner 
Products Co., manufacturer of cosmetics. R. A. Misner 
has been retained as chief chemist. An 
advertising program is planned, including radio broad- 
casting on the Michigan radio network. 


extensive 


Gradolph Sails for Europe 


W. F. Gradolph, general 
DeVilbiss Co., Toledo, O., 
manufacturer of perfume 
and medicinal atomizers, 
sailed February 3 on the 
Rex for a business trip of 


sales the 


manager tor 


a month through Europe. 
He will visit the European 
agents of the company on 


the Continent and_ the 
DeVilbiss French and Eng- 
lish subsidiaries in Paris 
and London. Mr. Gra- 


dolph will land at Naples 
and from there go to Aus- 
tria, Czecho-Slovakia, Ger- 
many, and Eng- W. F. 
land. He plans to return 

on the Europa, sailing for America on 





France GRADOLPH 


March 10. 


Leverhulme Writes on Business Growth 


In the latest issue of the “Executives Service Bulletin,” 
a publication of the Metropolitan Life Insurance Co., 
appears an article by William Hulme Lever, 2nd Vis- 
Brothers, 
Viscount Leverhulme, 


count Leverhulme, and governor of Lever 
Ltd., of Port Sunlight, England. 
in his article on ‘Manage- 
ment Policies that Build a 


World Wide 


traces the growth of his 


Business,” 


company from an_ idea 


suggested by a “private 
brand” soap made by Lever 
Brothers wholesale grocery 
forty years ago. From. this 
modest beginning, the 


present organization of 


more than 800 associated 
companies and a capital 
stock of £59,000,000 has 





developed. He describes in 
some detail the policies and 
practices which have led 
to this remarkable growth 


LEVERHULMI 


VISCOUNT 


with special reference to 
finance, the development of new products and markets 
The 


especially to those familiar with the progress of the 


and to personnel. article is an interesting one 


Lever enterprise in this country. 
Unusual Advertisement of Chase Brass 

One of the most attractive advertising inserts which 
we have had the pleasure of publishing for some time 


is that of the Chase Brass & Copper Co., Container and 
Closure Division, which appears in this issue. 
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Howe Co. Opens Showroom 


Howe Co., Inc., Seattle, Wash., leading beauty parlor 
supply house, has opened a very attractive showroom 
at 1528 Second avenue in that city. M. E. Waters, 
vice-president, states that the showroom is not being 
opened for the purpose of developing retail trade, but 
to provide for the company’s customers a more con- 
venient and attractive display room. The upper floors 
at that address will continue to be used as a cosmetic 
laboratory. 


Cleanser Firm Building Factory 


The John Wiley Jones Co., manufacturer of water 
softener and cleansing compound, LeRoy, N. Y., is 
building a branch factory in Long Island City, N. Y., 
to manufacture and distribute its product in the metro- 
politan area. The new plant is expected to be ready 
for operation early this Spring. 


Young Now Manufacturers’ Agent 


William C. Young has advised us that he has opened 
130 West 42nd street, New 


representative. 


an office at York, as manu 
facturers’ 
Mr. Young is representing 
the Victor Metal Prod- 
ucts Corp., Brooklyn, 
manufacturer of  collap 


sible tubes and molded 


plastic caps, and Douglas 


Young, Inc., Providence 


mM I 


hand- 


manufacturer ot 
and machine-made 
paper boxes. 

He is well known 
the 


industry, having been as 


very 
throughout cosmetic 
sociated with the supply 
that 


nearly eighteen years, and 





end of business for 


W Nl. 


YOUNG 


has also been active in association work, having served 
as a member and vice-chairman of the convention enter 
tainment committee of the Associated 
of Toilet Articles for several vears. 


Manufacturers 


Rentschler Back from Europe 


Frederick Rentschler, president of the Art Tube Co., 
Irvington, N. J., 
after a six weeks’ trip abroad. 

While in Europe Mr. Rentschler visited relatives in 
Switzerland and also spent considerable time in Germany 
and the latter 
with his 


Paris. 


returned on the Bremen January 19 


France. In country he renewed ac 


quaintances old associates Krieg & Zivy in 


Montrouge, near This was Mr. Rentschler’s 


sey enth trip ibroad. 


Norwich Financial Position 


We have received a very interesting circular outlining 
the excellent financial position of the Norwich Pharma- 
cal Co. and subsidiaries, of Norwich, N. Y. The circu- 
lar shows that the net earnings of the company improved 
materially during 1933, amounting to $7.50 per share 
on the capital stock, as against $6.31 in 1932, $7.36 in 
1931, and $6.74 in 1930. 
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Theile Visits Detroit 


After a general tour of the country, Fred C. Theile, 
president of P. R. Dreyer, Inc., New York, made a short 
visit to Detroit, meeting members of the trade and stay- 
ing for the meeting of the Michigan Cosmetic & Extract 
Association, February 8. Mr. Theile finds the country as 
a whole very optimistic, and that everything shows a 
decided turn for the better. Trade is much better, and 


the outlook is good. 


Miss Andrae Heads Soap Company 


Miss Clara Andrae has been elected president of the 
American Soap and Washoline Co., Cohoes, N. Y. Hugh 
P. Graham was made vice-president and secretary, and 
The officers, with Walter 
Anna B. 


James E. Graham, treasurer. 
Miss 


board of directors. 


en Graham and Andrae, constitute the 


Congratulating Mr. and Mrs. Stanley 


Congratulations are extended to Mr. and Mrs. S. P. 
Stanley on the 


born January 27. 


arrival of daughter 
Mr. Stanley is chief chemist for the 


Hindu Incense Manufacturing Co., Chicago. 


a bouncing baby 


Dorothy Perkins Radio Program 


Of interest to the trade is the announcement that 
Dorothy Perkins Co., St. Louis, is going on the air. 
John H. Miller, president of the company, has con- 
tracted with radio station KMOX, of St. Louis, to pre- 


pare a series of transcriptions for radio broadcasts over 





The 


radio advertising features are a part of the company’s 


the leading 50,000 watt stations of the country. 


plans to increase the national distribution of Dorothy 
Perkins beauty It is expected that the 
announcements along with the transcriptions when pre- 
sented on the air will tell where Dorothy Perkins prod- 
ucts can be procured. The above photograph shows 
Mr. Miller bidding good-bye to KMOX artists on their 


way to Chicago to make the transcription records. 


prepa rations. 
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Mrs. Fox Heads Chicago Cosmeticians 


Mrs. Frances Fox was elected president of the Chicago 
Cosmeticians Association at a meeting held January 2 
in the Hotel Sherman. About 400 attended. Th 
Chicago chapter is the oldest body affliated with th 
American 


. 
e 
Cosmeticians Association. 

The meeting was open, 
invitations having been 
sent to more than 700 cos 
meticians and beauty par- 


The pro 


lor operators. 


gram included a talk by 
Miss Winifred Mulcahey, 
beauty editor of Screen 
Book Magazine, formerly 
editor of Modern Beauty 
Shop. Her subject was 
“Eyes and Beauty for 
Profit”’. Miss Mulcahey 


that the woman of 
tomorrow will give atten- 
both 
her social and business life. 


said 





tion to her eyes in 


Mrs. FRANCES Fox 


Maybelline Co. gave a demonstration of eyebrow and 
eyelash beautifying, stressing that new styles in millin- 
ery, the new “off-the-face” hats demand expert make-up 
with special emphasis on the eyes. 

Mrs. Doris Lee Leeds, manager of the largest beauty 
shop in the world, located in Mandel Brothers depart 
ment store, talked on ‘Beauty Shop Theories versus 
Facts.” “1934 Easter Hair Crea- 
was given by Arnold Fax and 
Frank Veron, coiffeur stylists. 


A demonstration of 
tions and Hair Styles” 


The following were elected officers along with Mrs. 
Fox: Mrs. Mary H. Hill, vice-president; Mrs. Hannah 
Fischer Schapp, vice-president; Miss Frances Martell, 
Miss K. A. Dwyer, assistant secre- 
tary; E. H. Nolen, director of publicity; and Mrs. Doris 
Lee Leeds, Miss Susanne Duffy and Mrs. Ellen H. Bell, 


members of the board of directors. 


secretary-treasurer; 


American Can Leases Space 


The American Can Co., New York, has leased spac« 
amounting to 14,000 square feet in the building of 
the Lambert Pharmacal Co., in Jersey City. The com 
pany’s two New Jersey plants are working to capacity 
and additional space was required for further expansion 


of output. 


D. & O. Expands Plant 


Dodge & Olcott Co., New York, has advised us that 
its plant in Bayonne, New Jersey has been expanded by 
the addition of the new building which has just been 
completed. Recent expansion in the manufacture of 


aromatics necessitated this increase in factory facilities 


Dr. Kunz Addresses Swiss Club 


Dr. Eric C. Kunz, 
Givaudan-Delawanna, Inc., delivered a very interesting 


executive vice-president of 
illustrated lecture on perfume and perfume materials 
before the Swiss Society of New York January 23. Dr. 
Kunz has been associated with the Swiss society for 
some years and is now president. 
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Franks Celebrates Tenth Anniversary 


Franks Chemical Products Co., Inc., Brooklyn, N. Y., 
has just completed the tenth anniversary of its organi- 
zation by Joseph M. Franks. Since its inception the 
company has been under the personal direction of Mr. 
Franks, and in the decade it has developed from a small 
business into an organiza- 
tion doing business all over 
the United States and in a 
number of foreign coun- 
tries. 

Ever since he was 13 
years old Mr. Franks has 
been identified with the 
chemical industry; and for 
over 20 years has been en 
gaged in the manufacture 
of stearates. He began his 
career with Stillwell & 
Gladding, one of the oldest 





firms of analytical and 
consulting chemists in the 
country, with whom he 


JosepH M. FRANKS 


was associated for 12 years. Supplementing his practi- 
cal work with the study of chemistry in night school 
for years, he soon rose to a position of responsibility, and 
as a young man in his twenties travelled over the United 
States for the firm evolving new processes and doing 
analytical work as well as designing and setting up 
chemical plants. 

During the war when no potash was available in the 
United States, Mr. Franks created a method of manu- 
facturing red prussiate of potash from yellow prussiate 
by an electrolytical process and also carbonate of potash 
from “first sorts” for the glass industry. From this 
he also made meta bisulfite and permanganate of 
potash. 

Subsequently he was associated with the Hydrox 
Chemical Co., New York, San Francisco and Chicago, 
as chief chemist, after which he joined the organization 
of the Stearite Co., Yonkers. In December, 1923, he 
organized Franks Chemical Products Co., specializing 
in the manufacture of stearates in the Bush Terminal, 
Brooklyn. The business thrived, and three years ago it 
was necessary to double the manufacturing facilities. 
At the beginning of its second decade the company 
reports that it 1s doing a steadily increasing volume 
ot business in numerous industries including the toilet 


preparations industry to which it sells through jobbers. 


Heads Sage Sales Department 


Peggy Sage, Inc., New York, manufacturer of mani 
cure preparations, has advised us of the appointment 
of Miss Pauline Foster as manager of its sales depart 
ment Miss Foster has been connected with the 
sales division of the company for several years. 

Miss Sage was one of the speakers at a series of lec 
tures on the general subject of ‘What Is Charm?” 
given last month at Sherry’s ballroom, New York, for 
the benefit of Mulberry Community House. In an in 
teresting address she stressed the importance of charm 
ing hands, and cited numerous examples in public and 
private life where the attractiveness of women was 
attributable largely to the beauty of their hands. 
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Alsop Increases Plant Capacity 


Alsop Engineering Corp., New York, manufacturer 
of liquid processing equipment, has advised us that 
it has taken 10,000 additional feet of floor space, com- 
prising an entire floor of the building now housing this 
organization at 39 West 60th street. 

According to Charles Crowley, vice-president in 
charge of sales, the demand for equipment has shown 
a tremendous improvement recently, and he _ believes 
that this is an index which forecasts an upward swing 
in the drug and cosmetic business. After years of 
experience in the trade, Mr. Crowley has found that 
this index is startlingly accurate, and he has adopted 
the slogan “As the liquid processing industry goes, so 


goes the drug and cosmetic industry.” 


Owens-Illinois Reopens Plant 


The Newark, Ohio, plant of the Owens-Illinois Glass 
Cs Toledo, said to have been at one time the largest 
beer bottle plant in the country, was scheduled to be 
reopened on February 15. It is planned that many 
products for the company’s industrial division will be 
manufactured at this plant. Such materials as glass 
brick and spun glass, which have been produced in 
Columbus, will be made in Newark, the Columbus 
works being given over to milk bottle production. 


Xavier and Francois Goby Honored 


We have just learned of the re-election of Xavier 
Goby, chairman of the board of directors of Tombarel 
Freres, Grasse, France, to the Chamber of Commerce 
of the Alpes-Maritimes. Mr. Goby for many years has 





XAVIER GOBY FRANCOIS GoByY 


represented the perfume materials industry in this or 
ganiaztion most effectively. 

His son, Francois Goby, general manager of Tombarel 
Freres, was chosen a member of the Tribunal of Com 
merce of Grasse at the recent elections. We extend 
our congratulations to both on this well merited recog 
nition of their abilities. 


Miss Aaronsen with Doraldina 


- ‘Miss Nell Aaronsen is now associated with Doraldina, 
Inc., New York, as West Coast sales manager. Her 
headquarters are at the Western offices, 819 North La 
Brea avenue, Hollywood, Calif. 
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du Pont Merger in Argentina 


E. I. du Pont de Nemours & Co., Wilmington, Del., 
and the Imperial Chemical Industries, of London, have 
formed an Argentine joint stock company 15,- 
000,000 pesos capital to unify their existing concerns 


with 


in Argentina, deal in imports or engage in local manu- 
facturing, according to press dispatches from Buenos 
Aires. It is said that a study of the involved Argen- 
tine interests by the respective directors, Jasper E. Crane 
and H. J. 


favorable economic prospects and future development 
of Argentine industry.” 


Mitchell, resulted “in a conviction of the 


Silvey Retires from Armstrong Cork 


C. H. “Bud” Silvey, who for forty years was con- 
nected with the Philadelphia office of the Armstrong 
Cork & Insulation Co., Lancaster, Pa., retired as dis- 
trict manager of the closure division in that territory 
January 1, 1934. Mr. Silvey advises us that he will 
continue to maintain the friendly contact which he 
has with his numerous friends in the drug, pharma- 
ceutical, perfume, cosmetic and other industries. 


Albek Opens Coast Business 


The accompanying photographs show the new build- 
ing occupied by Albert Albek, Inc., and the Pacific 
Coast branch of the Felton Chemical Co., Inc., of which 
Mr. Albek is manager, at 515 South Fairfax avenue, 
Hollywood, Calif. Mr. Albek will carry full stocks of the 
companies which he represents, and will compound on 
the premises products of the Felton Chemical Co., Inc., 
and also technical and certified colors, etc. A service 
laboratory has been established under the direction of 


William M. Pauer. 

Albert Albek, Inc., will import cosmetic raw mate 
rials directly to the Pacific Coast, and will act as selling 
agents for distillers of a complete line of essential oils 
and natural flower oils, and other products. 


to the Felton Chemical Co., Inc., the 


following houses will be represented: American Lanolin 


In addition 


Co., Lawrence, Mass., lanolin; Theodor Leonhard Wax 
Co., Haledon, Paterson, N. 
Wolfe & Co., Passaic, N. 
Stocks of all of these products are available at the Holly 
wood and the will be 


J., beeswax; and Jacques 
J., gums and sulfonated oils. 
headquarters, company well 
equipped to give complete raw material service to its 
friends in the Pacific 


Coast section. 


Daughter of Armstrongs Married 


We have received an announcement of the marriage 
on December 30 of Miss Dorothy Nell Boden, daughter 
of Mr. and Mrs. A. D. Armstrong, of Westfield, N. J., 
to Charles Hamilton Milton, Jr. Mr. Armstrong is sec 
retary of Fritzsche Brothers, Inc., New York. 

The bride educated at Dana Hall, Wellesley, 
Mass., Smith College, and Connecticut College at New 
London. Mr. Milton is a graduate of the University of 


was 


Tennessee and West Point, and is engaged in the prac- 
tice of law in Knoxville, Tenn., where the young couple 
will make their home. 


Stein Injured in Accident 


Fred Stein, general manager of the George E. 
Rodgers Co., New York City, is recuperating at his 
home from the effects of an automobile accident late 
in January. While returning home from work, Mr. 
Stein was struck by an automobile and was taken to St. 
Vincent’s Hospital where it was found he had sus- 
tained concussion of the brain and other bodily in- 
juries, but no bones were broken. After being con 
fined to the hospital for two weeks, he was permitted 
to return home. 


Felton Enlarges Chicago Branch 


Felton Chemical Co., Brooklyn, N. Y., has advised 
us that rapidly increasing business in the Chicago ter 
ritory has made an increase in size of the company’s 
quarters at 1200 North Ashland avenue necessary. The 
space occupied by the company has been doubled, and 
larger spot stocks of Felton products will, in the future, 
be available to the company’s many friends in and 
about Chicago. 


Curry in New Address 


Charles H. Curry, manufacturers’ representative, San 
Francisco, representing Helfrich Laboratories, Chicago, 
Waterbury Paper Box Co., Waterbury, Conn., and 
Cameo Die Cutting and Engraving Co., New York, 
has advised us that his office has been moved from 
1334 Van Ness avenue to 420 Market street, San Fran- 
cisco. The new telephone number is SUtter 8854. 


New Cosmetic Line Launched 


the newest feature of Health 
established at 1621 Third 
Mrs. Clara Brewster. 


“Health” cosmetics are 
House, recently 
Seattle, Wash., by 


avenue, 
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Pfaudler Appoints Salesmen 


The Pfaudler Co., Rochester, N. Y., 
advises us that in view of a substan- 
tial increase in business, and the ex- 
tremely favorable prospects which the 
company forecasts during the coming 
year, four additional salesmen have 
been added to its staff. 


Edward S. Heinsohn, who was for- 
merly connected with the Glascote 
Co., is now representing Pfaudler in 
Pennsylvania, 
Ohio, eastern West Virginia, and 


western southeastern 


northwestern Maryland, with head- 
quarters in Pittsburgh. A. M. ANpRI 


A. M. Andrews has been added to 
the Chicago staff, and will cover, in addition to part 
of Chicago, part of southern Illinois. 


Fred Jones has also been added to the Chicago sales 
staff after many years of practical sales engineering 
work. He was formerly a member of the production 
staff of the Pfaudler Co. 


R. C. Marine, formerly connected with the Chicago 
ofhice, will represent the company in the South, includ 
ing the cities of Chattanooga, Memphis, Bowling Green, 
Ky., Atlanta and Birmingham. 


Chanel Revises Sales Policy 


A change in its sales policy has been announced by 
Chanel, Inc., New York. Effective February 1, mer- 
chandise of the company was made available to those 


he limited scope 


legitimate retailers, who, owing to t 
of their businesses, are able to carry only small stocks 
of Chanel products. In the past the company has dis- 
tributed its goods only among those outlets which were 
able to stock a good representation of the line. This 
often involved large sums of money and excluded a 


vast number ot retailers. 


In announcing the new policy to the trade, the com 
pany stated that it will continue to maintain existing 
prices as long as possible despite the increase in the cost 


of imported merchandise. 


“Because of the tremendous increase in the cost of all 
imported merchandise,” the statement said, “it should 
be imperative for us to increase our prices materially, 
but we hope that this condition will not exist long. 


he 
ne 


We have to make considerable sacrifices to uphold 
present existing prices, which we will do until forced 
otherwise.” 

With the aid of Customs House officials in Boston, 
the company apprehended several men last month who 
were offering counterfeit perfume as “Chanel No. 5” to 
Boston department stores at ridiculously low prices. 
Notified by department store buyers that they were 
being approached by persons who attempted to sell the 
spurious perfume as the genuine article, the company 
sought the aid of the Boston Customs House which 
assigned two agents to the case in the belief that the 
perfume offered might have been smuggled into the 
country. Within a short time the “bootleggers” were 
located and three gallons of counterfeit perfume con- 
fiscated. The company declined to prosecute. 


&§ Essential Oil Revieu 





ws, R. C. Marine, E. S. HEINSOHN AND F. W. JONEs 


Hudnut Buys Fifth Avenue Building 


Richard Hudnut, New York, represented by Warner- 
Hudnut Corp., has taken title to the six-story Hudnut 
building at 693 Fifth avenue, which houses the Hudnut 
New York salon. The recorded consideration was 
$450,000. The company has been occupying two 
floors in this building since its completion. 


Stevens Optimistic After Trip 


Expressing optimism over the prospects of 1934, 
George A. Stevens, head of Groville Sales Corp., re- 
turned to New York on the Ile de France January 30 
ifter a business trip of several weeks to England and 
France. In England he conferred with principals of 
Potter & Moore, Ltd., of Mitcham, for which he is 
American selling agent, and his visit to France con- 
sisted largely of a series of conferences with Georges 
Guerin, head of Parfums Grenoville, Paris, which 
Groville Sales Corp. also represents here. 

Mr. Stevens bases his optimistic attitude on the im 
provement he found in the two companies he visited. 
Potter & Moore, Ltd., with a 50 per cent gain in 
business last year over 1932, is flourishing, and indi 
cations point to further expansion this year. Greno 
ville also has shown a tremendous increase in business. 
This firm has completely modernized its plant, ind now 
has some of the finest equipment of its kind in France, 
iccording to Mr. Stevens. He brought back samples 
of several new products which these companies will 
launch shortly in this country. 

W hile disappointed in the general business situation 
on the Continent, Mr. Stevens found | ngland ina good 
state. He said the majority of | uropeans frown on the 
present policies of the United States simply because 
they do not understand the principles in back of them. 
Another interesting point he brought out was the ap 
Package de 


Signing 1s at 1 low ebb in the toilet preparations in 


parent stagnation of creativeness ibroad. 


dustry, with designers ready to follow the idvances of 
the United States in this field. 

Upon his return Mr. Stevens moved into the new 
Groville offices in the R. C. A. building in Rockefeller 
Center where the company has leased large space. In 
addition to attractively ippointed offices ind show room, 
considerable space is available for storage of stock, a 
feature which was lacking in the former quarters at 
§01 Fifth avenue. 
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Death of George A. Stanley 


George A. Stanley, chief chemist of Nelson, Baker & 
Co., of Detroit, was killed in 
when he lost control of his car on returning from a 
hunting trip, January 21. Mr. Stanley 
1903 in Lucan, Ontario, Canada, and was a graduate of 
the Toronto School of Pharmacy and the Detroit Insti- 
tute of Technology. 


an automobile accident, 


was born in 


He studied special work in hydro- 
gen ion concentrations, later specializing in this at the 
Nelson, Baker plant. He was 30 years old. A very 
large cortege accompanied the Masonic funeral at Lucan, 
where he was buried January 23. He was a member of 
the American Chemical Society and American Pharma- 


ceutical Association. 


Death of Thomas W. Ball 


Thomas Watson Ball, noted artist and mural deco 


rator, died January 25 at his home in Old Lyme, Conn., 
apoplexy, at the age of 


Known as a landscape and marine painter, his paintings 


after a stroke of seventy. 
of ships and sea scenes were found in many important 
collections. He was known to the perfume field 


through his association with Colgate & Co., from 1901 


to 1907, and with Richard Hudnut, where he served 
from 1910 to 1913. Surviving are his widow, the 
former Alice Lynde Raymond, and a son, Thomas Ray 
mond Ball. 


Death of Ernst Schliemann 


Ernst Schliemann, founder and active head of Ernst 


Schliemann’s Oclwerke, G. m. b. H., Hamburg, Ger 


many, died January 1 at his home in that city at the 
age of eighty-four years. 

At the age of 25 years Mr. Sc hliemann founded the 
company, making rapeseed 
oil and blends of rapeseed 


Mineral 


know n at 


rosin oil. 
little 
the time, and it is one of 


oil and 
oils were 
the achievements of the 
company that it helped to 
introduce throughout Eu 
there 
lubri 


rope and establish 


the use of mineral 
cating oils imported from 
an d 
Later 


these were handled exclu 


American, English 


Russian producers. 





SIV ely. 
When Hamburg entered 


Lat 


ERNST SCHLIEMANN 


the German Custom Union 
in 1888, the 
Kleiner Grasbrook. 


company moy ed its 


storage plant to 


Soon afterwards the manufacturc 


ot special oils was begun, white oils and 


The outgrew its quarters, and 
in 1915 a second plant was established in Wilhelmsburg 
and later another at 


including 
petrolatum. company 
Neuer Petroleum Halfen. 

In 1904 Ernst Karl Schliemann, son of the founder, 
established the London office, and in 1907 he became a 
member of the board of directors. He is now the active 
head of the concern. 

In the United States the company is represented by 
Schliemann Companies, Inc., New York, an independent 
corporation of which Heinz Kraaz is vice-president. 
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Death of Henry Pfaltz 


Henry Pfaltz, one of the founders and former presi 
dent of Pfaltz & Bauer, Inc., New 
Newark, N. 


two months. 


York, died at his 
J., January 29, after an illness 
Mr. Pfaltz was in his seventy 


home in 
of about 
first year. 

He was born in Offen 
bach, Germany, December 
31, 1862, and came to the 
United States in 1886. In 
1900 he founded the firm 
of Pfaltz & 
cializing in the importa- 


Bauer, spe 


tion of chemicals, essential 
oils and raw materials for 
the cosmetic and other in- 
dustries. The business of 
the company grew rapidly 
through his energetic di- 
1913 the 


incorporated 


rection, and in 





firm was 


Put mab with Mr. Pfaltz as presi 
HENRY PPALTZ . hicl 

dent, a position which he 

held until his retirement in 1927. He leaves a widow, 


Lily M. Pfaltz, Hugo M. Harry E. 
Pfaltz, and a daughter, Hedwig A., who is the wife of 
A, 1. 


l laebler, Inc. 


two sons, and 


van Ameringen, president of van Ameringen 


Mr. Pfaltz was a man of outstanding ability and 
personality, and contributed greatly to the development 
of the United 
Srates. Funeral services were held from his home Jan- 
uary 31. 


cosmetic raw material business in the 


John F. Lazier Dies 


John F. Lazier, president of the J. F. Lazier Mfg. 
La. wt. Louis, producer ot flavoring extracts, passed 
away in that city on January 10.) Mr. Lazier, who 
was 72 years old, had been confined in Barnes Hospital 


since October, suffering from cancer and complications. 

Mr. Lazier came to St. Louis from Canada about forty 
years ago and founded his flavoring extract manufac 
Prior to that time he had been a civil 
Mrs. Katherine Lazier, and two 


turing company. 


eneineer, His widow, 


sons, Charles E. and John F. Lazier, Jr., survive 
1 - ¢¢ ”> 
Death of “Jack” Constable 
“Jack” Constable, one of the most popular and 
widely known figures in the toilet preparations indus 


Brookly n 


of 68. Traveling from coast to coast in his early days, he 


trv, died suddenly in February 2 at the age 
was largely responsible for the successful introduction 
of a number of important lines of perfumes and toilet 
preparations which have made conspicuous successes in 
this country. For some years he was connected with 
W. L. Thompson, distributor of the line of the Crown 
Co., of 


ducing the L. T. 


London, and later assisted in intro 
In 1911 he joined Park 


Perfumery 


Piver line. 


& Tilford, then agents for Houbigant, and when 
Houbigant established its own branch in the United 
States, he continued with that company. More re 


cently he has been associated with Mury and Molyneux. 
New York February 


4, and interment was in the family plot in Schenectady. 


Funeral services were held in 
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Death of Richard T. Urquhart 


Richard T. Urquhart, one of the oldest members in 
the selling end of the toilet preparations business, and 
1 man who was know n to buyers of toilet goods from 
coast to coast, died suddenly in Baltimore January 22, 
it the age of 60. 

Mr. Urquhart was born in Canada, but came to the 
United States at an early age. After considerable 
experience in retail trade circles, he became a buyer of 
toilet goods for B. Altman & Co. After several years 
in that position he joined Park & Tilford, and remained 
there for four years as manager of the perfume depart- 
ment, during which time it handled several important 
foreign lines. In 1912 he joined the old house of 
Mulhens & Kropff, American representative for the 

711” line, and remained with them and their suc 
cessor until shortly before his death. 

Mr. Urquhart was a man of outstanding person- 
lity, and buyers of toilet preparations in all parts of 
the United States looked upon him as a friend. He 
leaves a widow and two daughters. Impressive Masonic 
funeral services were held from his home on January 25. 


Chain Store Tax Appeal Granted 


The Michigan State Supreme Court will soon pass on 
the constitutionality of the recent chain store tax meas- 
ure. Circuit Judge Robert M. Toms has granted per- 
mission to appeal the case. More than 50 litigants and 
chain stores numbering close to 3,000 are involved. 
The case also includes exemptions denied by the Sales 
Tax Board on manufactured products. 


Mme. Rubinstein Back from Europe 


Mme. Helena Rubinstein, head of Helena Rubin 
stein, Inc., New York, returned on the Paris February 
15 after a stay of several months in Europe during 
which she visited England, France, Italy and Austria. 
Accompanying her was Mala Rubinstein, of Paris, who 
will travel over this country in the interests of the 
company, lecturing before women’s meetings on beauty 
developments in Europe. 

Among the new things Mme. Rubinstein brought 
back with her were “radio-active bath bricks” which 
she plans to distribute in this country. 


Chain Groups Hold Meetings 


The Associated Chain Drug Stores, the Afhliated 
Drug Stores and the National Association of Chain 
Drug Stores held their annual conventions in the 
Waldorf-Astoria hotel, New York, February 12 and 13 
The meetings consisted largely of a series of confet 
ences on trade problems with the retail code providing 


the main topic of discussion. 


de Hoyos Re-elected C. of C. Head 


Luis de Hovos, manager of the Synfleur Scientific 
Laboratories, Monticello, N. Y., has been re-elected 
president of the Monticello Chamber of Commerce fot 
the 16th vear. Mr. de Hoyos, who has given much 


time to civic activities, 1s ilso an alderman. 
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U. S. I. Sells Interest in Penn-Maryland 


U. S. Industrial Alcohol Co., New York, has sold 
its 50 per cent interest in Penn-Maryland, Inc., to the 
National Distillers Products Corp. for 138,000 shares 
of stock of the latter company. Penn-Maryland, Inc., 
is a large manufacturer and blender of whiskey. Thus, 
U. S. Industrial Alcohol Co. exchanges its holdings in 
a company specializing in only a part of the beverage 
business for an interest, broadly, in all the activities 
of National Distillers. It is believed that Charles E. 
Adams and Charles S$. Munson, directors of the alcohol 
company, will be added to the board of National Dis- 
tillers. 


Waegelin Elected Assistant Secretary 


At the annual meeting of the board of directors of 
George Lueders & Co., Inc., New York, held on Feb- 
ruary 6, George J. Wae- 
gelin was elected assistant 
secretary of the company. 
Mr. Waegelin is one of the 
veteran employees of the 
house, having joined it in 
March, 1917. Soon after, 
he took over the com- 
pany’s membership in the 
Maritime Exchange of 
New York and has served 
as its representative on 
that organization ever 
since. Upon the death of 
George  Lueders, _ last 
Spring, Mr. Waegelin was 
elected a member of the 
board of directors to fill the unexpired term of the late 
founder of the business. 





GEORGE J. WAEGELIN 


This was followed by his 
recent choice is an othcer of the company. 


Mrs. Boalt’s Dog Winner 


Champion Wu Foo of Kingswere, pekingese owned 
by Mrs. Ralph G. Boalt of Winona, Minn., again took 
high honors in the Eastern dog shows early this month. 
He was best of breed and best toy dog at the West- 
minster show in New York and barely missed being 
chosen best dog in the show. Ac Newark the following 
week, he was not quite so successful, taking reserve in 
his class. Readers will recall that a photograph of Mrs. 
Boalt with this dog Was published in a recent issue. Mr 
Boalt is vice president of the J. R. Watkins Co., Winona. 


Winaricks Wintering in Miami 


Arthur Winarick, president of Ar. Winarick, Inc., 
New York, manufacturer of hair preparations, and Mrs. 
Winarick are spending the Winter at Miami, Fla. 


Sherwood Appoints Boston Representative 


The Sherwood Petroleum Co., Inc., Brooklyn, N. Y.. 
has appointed M. Perkins, 108 Massachusetts avenue, 
Boston, Mass., as its sales representative for Massa- 


chusetts and Rhode Island. 
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Chicago News and Notes 


HE twenty-seventh annual convention of the Na- 

tional Canners Association was held January 15 to 
19 at the Stevens hotel, Chicago. The National Food 
Brokers Association, Canning Machinery & Supplies 
Association, National Wholesale Grocers Association and 
the National Retailers-Owned Wholesale Grocers Asso- 
ciation, all of which are closely allied with the canners, 
held their conventions at the same time. 

While no actual figures are available at this time, 
it 1S reported that the attendance and registrations ex- 
ceeded those of last year. Among the numerous dis- 
plays that attracted attention was the elaborate arrange- 
ment of cans featured by the American Can Co., New 
York, forming pyramids, 
with unique lighting ef- 
fects, that reached almost 
to the ceiling of the con- 
vention hall. Many con- 
cerns omitted displays, and 
arranged their booths as 
reception quarters to wel- 
come the visiting trade, 
maintaining 
sistance to handle the 


clerical as- 


correspondence, telegrams, 
etc., of their customers. 
Among the booths were 
those of the Continental 
Can Co., New York; H. J. Carr 
Hazel-Atlas Glass Co., y 

Wheeling, W. Va.; The Pfaudler Co., Rochester, N. Y.; 
Owens-Illinois Glass Co., Toledo, O.; and the Karl Kie- 
fer Machine Co., Cincinnati, O. A number of dinner 





parties throughout the week given by the various ex- 
hibitors kept the members busy, the largest being that 
of the “Old Guard,” an inner association composed of 
members belonging to the Canners for 20 years or more. 
A fine theatre party was held by the American Can Co. 

Officers of the Canners as well as of the Canning 
Machinery & Supplies Association were elected at the 
close of the meeting. Heading the National Canners 
Association for the coming year will be E. S. Thorne 
of Geneva, N. Y. The Canning Machinery & Supplies 
Association will have as its president ‘1. J. Carr of 
Anchor Cap & Closure Corporation, Long Island City, 


N. Y. 





Chicago Perfumers’ 1934 Committees 


Committees of the Chicago Perfumery, Soap & Ex 
tract Association for the coming year have been ay 
pointed. They are as follows: 

Executive: Walter H. Jelly, chairman; J. H. Hel 
frich, W. Kedzie Teller, Dudley F. Lum and Donald 
Clark. 

Legislative: J. H. Helfrich, chairman; William Lyon, 
R. Burnham, George A. Wrisley and Donald Clark. 

Membership: E. M. Tysdal, chairman; S. J. Vance, J. 
Wilhelm, M. V. Pennal and Oliver J. Hance. 

Entertainment: R. Brown, chairman; A. G. Schnei 
der, A. C. Drury, C. A. Seguin and Chris Christensen. 

Publicity: Harold E. Lancaster, chairman; John 
Buslee, F. Z. Woods, J. DeLorme and L. A. Solo. 

Golf: Elmer Smith, chairman; A. J. Anderson, H. B. 
Elwell, George Van Kirk and William H. Schutte. 

Bowling: Martin B. Vance, Al. Burgh, Paul Pettit, 
Ray Morris and S. A. DeVries. 


Perfumers Discuss Code 


The February meeting of the Chicago Perfumery 
Soap & Extract Association was held on the thirteenth 
at the Hamilton Club, and the entire meeting was 
devoted to a discussion of the code of the perfume, 
cosmetic and toilet preparations industry. J. H. Hel- 
frich, chairman of the legislative committee, who just 
returned from the special N.R.A. code meeting in 
Washington, acquainted the members of the action taken 
at this meeting. The legislative committee of the Chi- 
cago association will be composed strictly of manu- 
facturing members, who are constantly in touch with 
all the important legal phases of the industry, and it 
is planned to release special news bulletins to all mem- 
bers informing them of latest developments in legisla- 
tive matters. Several applications for membership were 
received from manufacturers this month and many 
more can be expected in view of this activity, which 
is of vital interest to everyone connected with the 


industry. 


Vance Reports Business Improved 


M. B. Vance, traveling representative for the ¢ hicago 
ofhce of Givaudan-Delawanna, Inc., New York, re- 
cently returned from an extended trip through Illinois 
and Indiana, and reports that business is vastly improved 
in that section. 


Displays AT CANNERS CONVENTION 


Lert to Richt: Hazer-Atias Giass Co., AMERICAN CaN Co., Trt Praupter Co. 
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On Receiving Perfume 
by Hazel Sampliner 


The roamer 
Brings home an aroma from France— 


Be quick, sir, 
And mix her elixir—romance. 


A perfume exclusive, 

elusive, 

conducive to glamour; 
It is exciting, 

delighting, 

inviting to amour. 


Let it permeate, 
devastate, 
No man can wait or willingly linger, 
Saying, “Irresistible, 
I insist I will 
Be twistable round your small finger. 


This thrilling creation 

Spells mute fascination 

And new provocation 
to ideas erotic. 


This is a scent’ll 
Rouse thoughts that are gentle 
But more elemental— 

not wholly quixotic. 


One tiny drop 

Makes his heart stop beating. 
Tho frigid when normal, 

He’ll long for less formal greeting. 


This mondaine fluid’s planned 
To make him kiss more than your hand!! 





Book Reviews 


(Copies of Books Reviewed in this Column, and other 
Works Useful to our Readers may be obtained through 
the Book Department of THe AMERICAN PERFUMER & 
EssENTIAL Om Review, 432 Fourth Ave., New York.) 


Industrial Planning through the Guild 


THe Guitps or America, by Henry Creange. 217 
Pages and Chart. The Guilds of America Founda 
tion, Inc., New York. 1934. 


In this interesting volume, Mr. Creange, who has 
an international reputation for work in industrial plan- 
ning, outlines an ambitious project for permanent long 
range organization of industry. It is his thesis that a 
return to a modified guild system 15s the one method 
through which the country can return to a permanently 
prosperous, and, to use a much overworked word, happy 
basis. He forsees the organization of industry into 
regional guilds in such a way that industrial progress 
will resume the form of individualized artizanship from 
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which our present highly organized and mechanized 
industrial system originated. 

By a studied adoption of the guild idea to modern 
requirements of the machine age, the author believes 
that industry can in a measure be decentralized, craft- 
manship substituted for regimentation and greater than 
subsistence compensation be possible for all engaged in 
productive work. 

It would seem to be an ideal toward which we might 
work but one which would take years of effort for its 
accomplishment; but after studying the plan, it be- 
comes more and more evident that more than a visionary 
scheme is presented. The intensely practical side of the 
matter grows as it is studied. It has been evident to 
those who have studied the matter from a sufficient 
historical background and without the prejudices which 
seem inherent in what might be called the “millionaire 
psychology”, that decentralization, a modified “back to 
the land” movement, and a return to the small unit 
method affords perhaps the only way in which major 
economic catastrophes in the future may be avoided. 
With some modifications as dictated by actual experi- 
ence, the plan presented by Mr. Creange in this volume 
affords a basis for such a change. It is having the 
attention of those able, and perhaps willing, to under- 
take such an experiment on a grand scale. Industrial 
and trade leaders cannot afford to dismiss it without 
adequate study. 


Ska ee 


Post Prohibition Manual 


EssENCES FOR Liquors, BRANDIES, LIQUEURS, AND ALI 
ALcoHo.Lic Drinks (Supplement to “Manual for 
the Essence Industry”), by Erich Walter. 429 pages. 
Paper. John Wiley & Sons, Inc., New York, 1933. 


Price $0.75. 


Following the repeal of the 18th Amendment several 
interesting works on the manufacture of alcoholic drinks 
and essences for them appeared. The present work rein- 
states the section of the Manual of the Essence Industry 
which appeared in editions prior to the adoption of 
prohibition. It was written by a well known expert 
on the subject of flavors, and should find its way into 
the libraries of those interested in this branch of in- 
dustry. 





New Materials and Supplies 


NDER this heading are published brief descriptions 

of new products developed by our advertisers. The 
claims made for these products are supplied by them 
and are not to be considered as endorsements. 


Norda Essential Oil & Chemical Co., Inc., New 
York. “Dichloromas”.—The company has developed a 
new line of perfumes particularly for paradichlorbenzene 
blocks. This line, according to the company’s announce- 
ment, “affords complete coverage and also introduces a 
perfume note which adds considerably to the appeal.” 
The new series can be had in the following odors: rose, 
bouquet, violet, jasmin, new mown hay, lilac and Tyro- 
lean pine. There are four series, each of which num- 
bers all of the above odors, affording customers a wide 
range of price. 
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Circulars, Price Lists, Etc. 
W. J. Bush & Co., Inc., New York.—Price List, 


February-March, 1934—This is the price list of the 
company’s essential oils, aromatic chemicals, isolates, 
fruit flavors, perfume bases, and other materials used 
by our industries. 


Chicago Drug & Chemical Association, Chicago. 
—Membership Directory, 1933-1934.—This little book- 
let contains the constitution and by-laws of the asso- 
ciation, in addition to a list of officers, members and 
firms. 


Sylvania Industrial Corp., New York City.— 
Reprints of advertisements.—These are two reprints of 
very attractive colored advertisements, one featuring 
“Bering” cigars and the other “Bond” bread, showing 
the value of wrapping such products in “Sylphrap’’. 


Fritzsche Brothers, Inc., New York.—-Wholc- 
sale price list, February, 1934.—This is the company’s 
regular price list of essential oils, aromatic chemicals, 
colors, and other materials for perfumers. A very com- 
prehensive price list of flavors for cordials, liquors and 
wines, which the company features in addition to its 


regular line, Is given On a separate sheet. 


Will & Baumer Candle Co., Syracuse, N. Y.— 
Photograph of new package of birthday candles.—I\n 
order to stimulate consumer interest in its birthday 
candles, the Will & Baumer Candle Co. has recently in 
troduced a novel packaging which is doing what the 
manufacturer intended it to do. This was accomplished 
by not adding to the cost of the package itself, but 
simply by incorporating on the back of a designed 
package the figure of a little gnome gleefully running 
with the birthday cake, which can be cut out by the 
purchaser and made a very decorative note to the birth 
day table. 


name of the child to be written in. 


There is a place on the cut-out for the 
The package ap 


pears in three colors and is cellulose wrapped.” 
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General Plastics, Inc., North Tonawanda, N. Y. 


—Photograph of new McKesson & Robbins packages. 
—The company has sent us the accompanying inter 
esting photograph of the new group of masculine 
toiletries released by McKesson & Robbins, Inc., Bridge 
port, Molded 


feature of these new packages. 


Conn. “Durez” caps are a prominent 


Perfumery & Essential Oil Record, London, 
England. —Ycar Book and Diary.—This is the regular 
bound diary published each year. In addition to some 
attractive advertising, it contains an index of applica 
tions for British trade marks, a specialty list, constants 
of essential oils, synthetics and isolates, and a handy 
reference to original matter published in the magazine 
trom 1910 to 1933. 

Rossville Commercial Alcohol Corp., Terre 
Haute, Ind. —Alcohol Talks,” January, 1934.—This 
number discusses the aims and methods of antarctic ex 
ploration, and the part alcohol plays in such voyages. 


E. N. Rowell Co., Inc., Batavia, N. Y.— 
Wholesale price list.—This is an illustrated catalog of 
druggists’ pill and powder boxes, featuring the com 


pany’s two plants on the front cover. 


New York.—"T/ 


-This interesting house 


Givaudan-Delawanna, Inc., 
Givaudania,”’ January, 1934. 
organ discusses the “Tugwell Bill” and other current 
affairs of interest to the perfumery trade. It features 
a new violet base recently created by the company, 
which offers to send samples on request. It also con 
Cains an interesting article on the blending of perfumes, 
concrete. In an editorial, 


and an item on root 


or. Hes <. 


great German philosopher and poet, Lessing, said: ‘It 


orris 


Kunz, executive vice-president, says: “The 


God were to offer me the truth in His right hand, and 


my desire and ambition to look and search for the 


truth in His left hand, I would gladly reach for His 
left hand.’ 


“These are the words which subconsciously came 
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to my mind while thinking of the great experiments 


on which our Government and our President have 
embarked. 

“Peculiarly, we observe a similar political phenomenon 
today in Italy, Germany, and Russia, where one man 
or a group of men are endeavoring to bring their 
people a "NEW DEAL’ which they hope will result in 
greater happiness. 

“In all cases, therefore, the object of these leaders in 
statesmanship is the same, although the means used, the 
roads traveled to accomplish their purpose or to reach 
their theoretical goal differ widely. 


esty of those responsible for the evolution is beyond 


However, the hon- 


any doubt. 

‘May 1934 bring us and the world nearer our true 
ideals so that we may all enjoy truer happiness and 
prosperity in the years to come.” 


Owens-Illinois Glass 
Co., Toledo, Ohio.— 
Photograph of new Weyer 
hair beautifier—‘Here is 
an excellent example of a 
glass container that is de- 
signed to sell. Geo. H. 
Weyer, Inc., Kansas City, 
Mo., with the assistance of 
the design department of 
the Owens-Illinois Glass 
Co., has produced this 
barber-stand 
A molded closure 

sprinkler — finish 
attraction to 


modernistic 
bottle. 

on the 
gives added 
this ‘Sparkling Hair Beau 
tifier’. The sharply pointed 
facets and crisp lines of 
the container give it a 
close relation to the name 
of the ‘sparkling’ product 
which it so attractively 
displays.” 


Felton Chemical Co., Inc., Brooklyn, N. Y.— 
Price list of cordial flavors, liquor blendings and wine 
bouquets.—The company has just published a price list 
of cordial flavors and liquor blendings, wine bouquets, 


terpeneless essential oils and other Felton specialties. 


Bakelite Corp., New York. — “Bakelif: 
January, 1934.—This number particularly features the 
effect of the repeal of the 18th Amendment on business 
and points out the many uses to W hich molded material 
may be put in the liquor industry. It also illustrates 
many new products made of “Bakelite,” including elec 
trical products, displays, novelties, instruments, radio, 
furniture, etc. 

Perfumes, Inc., Philadelphia, Pa. — Parfums 
Jean pie r.—This little booklet tells 
facts about perfumes, including the relation of beauty 


many interesting 
and perfume, origin of the present perfume industry, 
sources of perfumer’s essentials, blending of perfumes, 


t 


ere, 
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Review,” 


Dr. Marston T. Bogert and Dr. Victor G. Four- 
man.—"“The Catalytic Dehydration of lonone and the 
Constitution of lonene’.—This is a reprint from the 
Journal of the American Chemical Society, 55,4670 
(1933), contributed from the chemical laboratories of 
Columbia University and the Research Department of 


the Associated Manufacturers of Toilet Articles. 





New Incorporations 


Dr. C. H. Berry Manufacturing Co., 2975 S. Mich- 
igan avenue, Chicago, cosmetics; 500 shares par value 
common stock. Incorporators: Edna M. Forsyth, Har- 


old N. Williams, Alice Mueller. 


Standard Laboratories, Inc., New York, druggist; 
$1,000. Henry Pfeiffer, 370 Riverside drive, New 
York; Gustavus A. Pfeiffer, 770 Park avenue, New 


York; Ernest B. Benson, 177 Lennox road, Brooklyn. 

Dibine Perfumes, Inc., cosmetics; 200 shares no par 
stock. Filed by 280 Madison 
avenue, New York. 


value Pauline Boston, 


East Jackson boule- 
vard, Chicago, soaps, perfumes, extracts, etc.; 20 shares 
no par value common stock. Incorporators: L. M. 
Enborg, I. B. Jeffery, N. C. Putnam. 

Oklahoma Cosmeticians Association, Oklahoma City; 
no capital. Incorporators: Georgie Haeberle, Tulsa, and 
R. H. Milliken and P. H. Burgess, both of Oklahoma 
City. 

D’Elaine, Inc., cosmetics; 120 shares no par value 
stock. Filed by Joseph L. Young, 67 West 44th street, 
New York. 

Thoraxium Cai cosmetics, compacts, pow der pufts, 
etc.; $100,000. Filed by Charles G. Guyer, Wilming- 
ton, Del. 

Rodex Chemical Co., Inc., Charlotte, N. C., chemi- 


Specialty Laboratories, Inc., 25 


cals, soaps, disinfectants, lotions, etc.; authorized Capi- 
tal stock, 1,000 shares no par value; subscribed stock, 
four shares by Fred E. Lagerholm, R. H. Townsend, 
Beth N. Lagerholm and Sadie M. Townsend, all of Char- 
lotte. 

Gluv, Inc., Newark, N. J., toilet articles: 500 shares 
no par value stock. Agent: J. C. Brush, Newark. 

S. & G. Mfg. Co., 3633 South Racine avenue, Chi 
cago, cosmetics; 100 shares no par value common stock. 
Incorporators: Louis P. Stein, Gerald Gidwitz, Maurice 
H. Daniels. 


Man-as-ca Corp., cosmetics; 200 shares no par \ ilue 


stock. Filed by H. Edwin Gold, 299 Broadway, New 
York. 
Skin Products, Inc., Providence, R. I., cosmetics; 3 


shares no par value common stock. Incorporators: Hy 
man Lisker, Eugene Sullivan, Margaret Loehring, all of 


Providence. 


Janvy, Inc., cosmetics; $10,000. Jean E. Vivaudou, 
127 West 13th street, New York. Filed by Abraharn 
Lipton, 122 East 42nd street, New York. 


U.S. Chemist Sydnicate soaps, chemicals, etc.; $100, 


000, ¢ hartered at Dover, Del. 


Business Records 
Petition Filed by 


> 


Ann Haviland Calde, cosmetics, 352 East 69th street, 


New York. 


Liabilities, $13,514; no assets. 
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Canadian News and Notes 


ONSIDERABLE improvement is seen in the busi- 
ness done in 1933, as compared with 1932, by a 
number of cosmetic and chemical manufacturers 
in Canada. Fritzsche Brothers of Canada, Ltd., Toronto, 
says that it enjoyed approximately a 12 per cent in- 
which was due mainly 


crease in business over 1932, 


to increased business to England and South 
Africa 


on during the year with the object of training them 


export 
A number of additional employees were taken 


for permanent positions as soon as conditions warrant 
this. The company reports that hand-to-mouth buy- 
ing is still prevalent, but the increase in bulk orders is 
becoming more noticeable especially in the West. 

A local soap manufacturer reports a 25 per cent im- 
provement in business during the past year. The com- 
pany is purchasing supplies well in advance of its re- 
quirements, believing that raw material prices are about 
as low now as they will be and that higher prices are 
bound to follow. Hand-to-mouth buying will con- 
tinue, until prices advance, they believe. 

Another soap and perfume manufacturer reports a 
12 per cent improvement in business and a 6 per cent 
increase in the number of employees, as compared with 
a year ago. Still another manufacturer of soaps and 
chemicals, this Western Canada, 


proved business to the extent of 10 per cent, with 


one in reports im- 
corresponding gain in the number of employees. 

Practically all firms interviewed say that dealers’ 
purchases are still being made very gingerly with a 
tendency towards hand-to-mouth buying. It is be- 
lieved that with a prospect of higher prices in the 
near future these orders may become larger and more 
frequent. 


National Drug Honors Mitchell 


A luncheon was given at the Hotel London, London, 
Ont., January 6 at which a number of the executives 
of the National Drug & Chemical Co. and salesmen 
from the Toronto and met to 
E. C. Mitchell on his retirement from the manager- 
ship of the London branch and also to welcome his 
Among the executives present 
W. Barker, vice-president; 
C. H. Lander, general manager; and Gordon Slemin, 


London ofhces honor 


successor, W. H. Davis. 
from Montreal were Major L. 
general sales manager. From the Toronto ofhce were 
W. W. Bole, director; R. M. Graham, manager; and 
Duncan Longmire, manager of sundries department. 


Boosts Canadian Products for Canada 

In a recent interview, the manager of the toilet goods 
department of one of Vancouver’s large department 
stores pointed out that Canada is practically independent 
so far as her source of supply of toilet goods and cos- 
metics is concerned. He pointed out that there was no 
need to go abroad to secure suitable powders, rouge or 
lipstick as all of these are being very satisfactorily manu- 
factured in Canada. 
firms are making are soaps, bath powders, talcums, lip- 


Among the items which Canadian 


sticks, creams, rouges, lotions, face powders, mascara, 
face treatment preparations, shaving soaps and even 
perfumes. 
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Pond’s New Price Policy 

Lamont, Corliss & Co., Toronto, agent for “Pond’s” 
products has announced a new policy which became 
effective in January on “Pond’s” extract, vanishing 
cream, cold cream, liquefying cream, skin freshener and 
face powder. The new policy provides lower consumer 
and dealer prices, guaranteed dealer profit, discount from 
jobbers on all quantities and discontinues the giving of 
free deals. Instead of free goods, jobbers’ discounts to 
retailers are given as follows: Less than one dozen— 
10 per cent from list price; one dozen to three dozen 
—10 per cent and 2 per cent from list price; three 
dozen and over—15 per cent from list price. 


Perfumers Hold Excellent Meeting 

The Association of Canadian Perfumers and Manu- 
facturers of Toilet Articles held its regular monthly 
meeting at the Royal York hotel, Toronto, February 
§, with 
tendance. This was “press 
day” in the 
and the toastmaster was 
W. C. A. Moffatt, editor 
of Drug Merchandising 
and Canadian _representa- 
of THe AMERICAN Prr- 
FUMER, who conveyed the 
best 


about 70 in at- 


association, 


wishes of the press 
to the association, and in- 
troduced Harold Donahue, 
Ont., 
of Canada’s merchandising 
a experts, spoke on 
“Merchandising Methods | 
Have Observed.”” The en- 
tertainment was provided by Miss Marion Browne, in- 
ternationally known radio star, and singing was con- 
ducted as usual by E. C. Barton, of ¢ ompagnie Parento 
of Canada. 


of London, one 





who 


DoNAHUI 


HAROLD 


After routine business was concluded, the associa- 
tion was invited to hold its next meeting as a joint 
meeting with the Optimist Club, of which Fred Hod- 
der, a member of the association, is president. This 


meeting will be held at the Royal York hotel March 6. 


The mixed bowling party of the Association was 
held on January 23. Following are the winners: Miss 
Porter and Alex. Burns, combined high aggregate; Mrs. 
Watson, ladies’ high single; J. R. Kennedy, men’s high 
single; Mrs. Harry Garlick, ladies’ consolation prize; 


E. C. Barton, men’s consolation prize. 


Makes Special Bonus Offer 


The Lyman Agencies, Ltd., Montreal, announces its 
annual bonus offer on “Tintex” during February and 
March. 
free with every dozen ordered from the jobber. 
company that ‘Tintex” 
with extensive advertising between now and Easter. 


Under this offer, dealers are supplied two boxes 
The 


announces will be supported 
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Gimple Now Yardley Sales Manager 

Gus Gimple has been appointed sales manager for 
McGillivray Bros., Toronto, and the Yardley Co. of 
Canada. He is a native of Switzerland, and after com- 
ing to Canada joined the firm of George W. Mac- 
namara in 1922 representing the Atkinson soaps and 
perfumes. In 1925 he joined McGillivray Bros., cover- 
ing Western Canada from Port Arthur to Victoria for 
three years. Later he handled the territories of British 
Columbia and Alberta. After returning to the East, 
he was put in charge of the sales. 

Ted Enright who has been representing the company 
in Eastern Ontario for the last four years has been 
transferred to Western Ontario succeeding D. B. White- 
head. The Eastern Ontario field will be covered by 
W. F. Knapton with headquarters in Ottawa. Mr. 
Knapton up until last year handled sales in Manitoba, 
Eastern Saskatchewan and the head of the Great Lakes. 
That territory is being taken by M. E. Ford, formerly 
with the Parker Pen Co. 

T. A. McGillivray, president of McGillivray Bros. 
and the Yardley Co. of Canada, left recently on a busi- 
ness trip to the British Isles. He will be away about 
six weeks. 


Daggett & Ramsdell’s New Line Out 

The attractive new lines of toiletries made by Daggett 
& Ramsdell, (Canada) Ltd., may now be seen on cos- 
metic counters in brand new dress. The toiletries are 
packaged in silver-and-black and include powder, 
creams, lipstick, pencils, compacts and bottled lotions. 
The company is offering a beauty aid service to dealers 
which should prove invaluable in selling. The service 
consists of beauty reference charts by which the cus- 
tomers’ types are recorded in order that their needs may 
be studied. The chart enables the dealer to analyze 
each customer’s type of skin and to prescribe the proper 
corrective treatment. 

All Daggett & Ramsdell products are price-main- 
tained, and must not be sold lower than the prices 
quoted on the price list. 


Jackson Now Represents Houbigant 


“Bob” Jackson has recently been appointed Ontario 
representative of Houbigant. Previously he represented 
the company in the West, with headquarters in Winni- 
peg, and some time prior to that was with the G. W. 
Macnamara Co. Mr. Jackson’s new headquarters will be 
in Toronto. 


Hamilton Drug House Expands 


The well-known and old-established drug store of 
Parke & Parke, Ltd., Hamilton, Ont., has recently been 
completely remodelled and boasts a striking new front. 
The store is undoubtedly one of the most modern and 
attractive drug stores in Canada. Beautiful new show 
windows attract the customers on two of the busiest 
streets, namely, McNab street and Market Square. 
Modern methods of construction have provided freedom 
of design, and the windows present the very last word 
in up-to-date displays. The store was first opened 39 
years ago by Walder Parke and his brother, the late 
George Parke, and from that day it has progressed, until 
it is to-day known from coast to coast as one of the 
most up-to-date in the Dominion 
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Canadian Patents and Trade Marks 


HE increasing international trade relations between the United 
States and Canada emphasize the importance of proper patent 
ind trade mark protection in both of these countries in order 
that the expansion of business may not be curtailed by legal diff 
culties 
For the information of our readers, we are maintaining a de 
partment devoted to patents and trade marks in Canada relating 
to the industries represented by our publication 
This report is compiled from the official records in the Canadian 
Patent Ofhce 
All inquiries relating to patents, trade marks, designs, registrations, 
copy rights, etec., should be addressed tu 


PATENT AND TRADE Mark DepaktTMENT 


Perfumer Publishing Co., 432 Fourth Ave., New York 


Trape Marks Recisterto UNvoerk UNraik Competition Act, 1932 
“Peacocks.” Hydrogen peroxide. Reliance Ink Co., Ltd., Winni 
peg, Manitoba 

“Latherall.” Soap for shaving and shampooing Trade Labora 
tories, Inc., Newark, N. J 

“Festival” and “Etude.” Perfumery, soaps and cosmetics. Societe 
Anonyme Parfumerie Houbigant, 19, rue de Faubourg Saint-Honore, 
Paris, France 

“Buckingham Shaving Cream Shaving cream Soaps-Per 
fumes, Ltd., Toronto, Ont 

Carton with pictures of two hands showing all ot the nails 
with green and black background Manicure and toilet prepara 
tions Glazo, Ltd., Montreal, Que 

“Chex.” Dental cream and tooth powder. Northrup & Lyman 
Co., Ltd., Toronto, Ont 

“Gallia.” Toilet preparations and accessories for beauty and 
hairdressing salons Gallia, Ltd., 26a Albermarle street, London, 
W.1, England 

“Flexcap.”” Bottle stoppers and closures. Lorne Maitland Brad 
ley Toronto, Ont 


INDUSTRIAL DrsiGns 


Display stand, comprising i rectangular box, which may be 
partitioned in any manner, on the rear side of which, hingedly 
connected, is a display card Princess Pat Products, Ltd., Toronto, 
Ont 

PATENTS 


338357 Detergent composition. Mathieson Alkali Works, New 
York, assignee of Maurice (¢ Taylor, Niagara Falls, N. Y 


338,453 Cosmetic container Kdwin Herman Koehler, New 
York 

339,071 Solid flavoring composition Grifhth Laboratories, Ltd., 
Toronto, Ont., assignee of Carroll L. Griffith, Chicago, Ill 


339,098, 339,099, 339,100 Lipstick holders. Scovill Mfg. Co., 
Waterbury, Conn., assignee of Ernest ] Martin, New Rochelle, 
N. Y.; Emerson H. Tompkins, Waterbury, and Philip A. Reutter 


Waterbury, respectively 


F.E.M.A. Issues Bulletin on Liquor Tax 


A bulletin outlining the provisions of the new liquor 
tax law which became effective January 12 has been 
prepared by the Flavoring Extract Manufacturers Asso- 
ciation and mailed to all of its members. The bulletin 
lists the various taxes on distilled spirits and wines, and 
explains the “floor tax’’ which stipulates that every 
manufacturer having in his possession alcohol, distilled 
spirits, wine, etc., shall be liable for the difference be- 
tween the old tax paid and the new tax. Such manu- 
facturers must file within 30 days a complete inventory 
of stock on hand January 12. 

The bulletin also points to the increased cost of do- 
ing business in addition to the higher tax on alcohol, 
and urges the membership to re-estimate the cost of 
producing flavoring products. It is impossible, the bul- 
letin states, for the manufacturer to absorb the addi- 
tional tax on alcohol and the increased costs of doing 
business and still make a profit. 
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Patent and Trade Mark Department 


Conducted by Howarp S. NEIMAN 


HIS department is conducted under the general su- 
Howard S. Neiman, 


editor on patents and trade marks. This report of pat- 


pervision of contributing 
ents,trade marks, designs is compiled from the official 
records of the Patent Office in Washington, D. C. We 
include everything the co-ordinate 
branches of the essential oil industry, viz.: 


relating to four 
Perfumes, 
Soaps, Flavoring Extracts and Toilet Preparations. 

Of the trade marks listed those whose numbers are 
preceded by the letter ““M” have been granted registra- 
tions under the Act of March 19, 1920. The remainder 





are those applied for under Act of February 20, 1905, 
and which have been passed to publication. 
Inventions patented are designated by the letter “D.” 


International trade marks granted registration are des- 
ignated by letter “'G.” 
All inquiries relating to patents, trade marks, designs, 


registrations, copyrights, CtC., should be addressed to 
Mark DEPARTMEN1 


PATENT AND TRADI 


Perfumer Publishing Co., 432 Fourth Avenue 
New York City 








Trade Mark Registrations Applied for 342.727 Chamberlain Laboratories, Des Moines, Ila Oct., 
1932 Lotion for hands and skin, 
(Act of Feb. 20, 1905) 342,807 Holly wood Marvel Products Sais Los Angeles, ( lif. 
‘ 92 | > sO , 
These registrations ave subject to opposition within thirty days — bt eee eae gfe a = as 
342,809, aro ong oO ( ) 193? 
after their publication in the Official Gazette of the l nited States H i | nn nS, ayton, O. ept. 1, 19 
Patent Office. It is therefore suggested that our Patent and Trade pose oe 4. ip | x g 
Merk Bedertment be consulted vdetive to the peuibliity of on 342,86 SsOCiatec ertumers, Inc., est Haven, Conn. April, 
1926.) Foilet preparations, 
opposition proceeding. ; | 
342,990.—Scientifc Laboratories, Inc., Tampa, Fla. July 1, 

333,434 The Knox Co., Kansas City, Mo Dec 6, 3333.) 1933. Tooth paste for smokers, 

Medicated cream preparation 343,058 Stanley B. Bailey, doing business as B. Bailey and 

$38,890.—Schwartz Merchandise Corp., New York. (June 15, Bail-O-Products Co., San Francisco, Calif. (Jan. 15, 1932 
1933.)—Dental powder Foilet’ preparations. 

$41,017.-—Duratone, Inc., Cincinnati, O Aug. 11, 1933.) $43,238.—Hilda Gouldon, New York. (Sept. 1, 1931. Foilet 
Soap preparations, 

341,353. 341.354.—Elizabeth Arden, Inc.. New York (Mav 343,438.—Paul de Courcy, doing business as American Medicinal 
19, 1933.)—Preparation for legs and arms and sunburn cream, Soda Co., Cincinnati, O. (Aug. 28, 1933. Gargle and mouth 
respectively wash, 

341,665.—Pinaud, Inc., New York, (Sept. 6, 1933 Liquid 343,604.—Rutus PF. Gardner, Rocky Mount, Va. (July 25, 1933.) 
for use on the hair. Hair preparation, 

341,942, 341,943 Drexell Products Corp., Brooklyn, N y 343,612 Hyral Co., Fort Worth, Tex. (Oct 18, 1933 
(Aug. 16, 1933 Foot cream and shaving cream, respectively. Dentit rice 

342,124.—Frank G. Boyer, Kansas City, Mo. (Sept., 1932.) 343,628 Martin C. Schwab, Chicago, Ul (Nov. 2, 1933 
Tooth powder. Shampoo 

ys > ‘ rc 
Trade Marks 
Ri | Thi Gamma 
Mitcham ohn Hair Thick GEST 
M309, 496 balla M304, 916 
M504, 7106 M5049, 615 
HY-TECH iain DREXELL 
358,870 341,942 + 341,443 
Dl ' NE moot — 333,439 
341,017 =a == 3) - 
mii denial ” Pe 
‘ > S 
Kn 
4 Smi,3s3 541,354 341, 66S * E. 
forio a 
es La CASTELLO ’ 2 
aogey 342,809 i 5 sae’ 
342,737 342,807 342,869 oargiay 3) 
hil OO, UE OPE ow rere a ; 342,990 
. ME DICREED 33, 
4, Wé ida rs) SODA « ahantale oa 
AIL- | reyane 83, use Preniatied a 
ore ) 
{= } 343,238 343,604 3H3,6/2 J rc : 

tO Opringlume 

343,058 _Aancak— tred- ie canned 
343, 8/9 é 9) yi 
aus 





3443, 830 


OREO 


34+4,263 


PEACHES 


34 4,387 


660 


Three Little Pigs 


BAH, OOF 





Clé des Champs 
344,277 


«uf AT Ho 


344,93) 





34¥4,2 82 


RAIVITE” (shave quick 


SH 4, 715 


February, 1934 


kleen 


543,764 


EVERYDAY 


344,320 


B44, 067 


JASON 


SCALP COMPOUND 


B44, 31/9 S44, 527 


3H4,0T2 


HAIRCELLO 


344,209 


d rene 


SHH 356 
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Mec 


344, 22/ 


Alice in Wonderland 


344,734 


Patents 









< r= 
ee aM 
r > 
f 
yy, | t 
} 
- 
‘'S 
1S, NX —_— 
to D 91,392 
wate i fs) 
anal Te ae Hes. 
yg . ° BARTS, ' J | ci 
| ' ‘ 
|. 
P 1,944,551 i 4 
P 1,944,968 ~( oo | 
a P 1,944,691 P 1,944,821] 
@ Mf 
d ¢ ‘ - 
fr “ * 4 
Ey a 73 re 
a= 4 " « 
ee P 1,945, 8€ F »S4u, k ,945,6 P 1,945.72 P 1,945,95 
al 343.764.—Frank Bownes Co., Inc., Chelsea, Mass. Nov 3, Serial No. 331,454 Toilet preparations 
h 1933 Soap for cleaning floors. M309,704 Studio Cosmetic Co., Ltd., Los Angeles, Calif. (Nov. 
343,819 Martin de Botelho, New York. (Sept. 25, 1933 1, 1932. Serial No. 336,307 Toilet preparations. 
} Perfumes. M309,706 John E. MecBrady, Chicago, Ill Nov. 10, 1932 
343,830.—D. H. Le Blanc, Long Lake, N. Y. (Nov. 1, 1933 Serial No. 338,097 Hair preparation 
Hair and scalp preparation. M309, 815, M309,816 Trade Laboratories, Inc., Newark, N. J 
344,009, 344,010, 344,358 William L. Schultz, New York Jan. 11, 1927, Oct. 2, 1928, respectively Serial Nos. 343,531 
Nov. 10, 1933.)—Soaps. ind 343,529.)—Shaving cream 
344.067 Spooner, Inc., New York. (Mar., 1931 oilet M309, 818 Glemby Co., Inc., New York Oct 1929 Serial 
preparations. No. 342,906 Facial tissues 
344,082, 344,381.—Bourjois, Inc., New York. (Nov. 7 and Nov 
aa, 43933, respectively Toilet soap and powder puffs, respec 
tively, Patents Granted 
344,198.—Los Angeles Soap Co., Los Angeles, Calif. (1903 . ; 
| Laundry soap. Consideration of space prevents our publishing numerous claims 
| 344,209.—Bamma R. L. Swanson, Dayton, O. (Jan. 2, 1933.) ind specifications connected with these Patents. Those interested 
Hair and scalp preparation. can secure copies of patents by ordering them by number at 10 
| 344,221 J. A. Case, Inc., Denver, Colo Nov , 1933 cach from Commissioner of Patents, Washington, D. ¢ 
Soluble tooth powder 1,943,751. Lip shield Helen Louise Van Dunker, San Antonio 
344,263.—J. George Felder, doing business as Melrose Labora Tex. 
tory, New York. (Nov. 17, 1933.)—Mouth wash 1,943,779. Cap. Anthony Zay, Cleveland, Ohio 
$44,278.—Houbigant, Inc., New York. (Nov 15, 1933. 1,943,806. Manufacture of soap-oil compositions Arman 
Perfume and toilet preparations Edward Becker and Reginald G. Sloane, Elizabeth, N. J., assignors 
$44,282.—Johnson & Johnson, New Brunswick, N. J Oct to Standard Oil Development Co., Delaware. 
1933, Talcum powder for men. 1,944,204. Combination powder container and puff Waldemar 
344,319.—Fairmount Glass Works, Inc., Indianapolis, Ind. (Nov W. Wurtzke and John J. Mitchell, Detroit, Mich.; said Mitchell 
6, 1933.) —Glass bottles and jars. ssignor to said Wutzke. 
344.320.—W. T. Grant Co., New York. (Sept. 15, 1930. 1,944,502. Make-up box Max Factor, Los Angeles, Calif 
Soap. 7 1,944,551 Container. George E. Forknall, Niagara Falls, N. Y 
344,356 Procter & Gamble Co., Cincinnati, O. (Oct. 2 1,944,589 Leakproof collapsible tube. Gustave Aufricht, New 
1933, Liquid hymolal shampoo. York 
344,527.—Jason Laboratories, Brooklyn, N. Y. (Nov. 1, 1932 1,944,691. Device for use in applying lipstick. Martha Libby, 
Scalp compound. New Haven, Conn. 
344,.715.—Robert de Wandre, Paris, France. (June 6, 1933.) 1,944,821 Perfume diffuser Léon Marcel Blaise, Paris, France 
Shaving cream and _ soaps. 1,944,968. Cap for paste tubes and the like Thomas L. Daniel, 
344,734.—Viviny Perfumers, Inc., West Haven, Conn Aug Los Angeles, Calif. 
19, 1932.) —Toilet preparations. 1,945,182, 1,945,184. Purification of crude coumarin. Erik 
344,931.—Eucathol Co., Inc., Shawnee, Okla. (Sept. 10, 1932.) Clemmensen, St. Louis, Mo., assignor to Monsanto Chemical Co., 
After shaving lotion. St. Louis 
Trade Mark Registrations Granted 1,945,612. Closing means for collapsible tubes. John Lacher, 


Omaha, Nebr. 


(Act of March 19, 1920) 1.945.638. ¢ 
These registrations are not subject to opposition: Okla 
M309,696.—Potter & Moore, Inc., New York. (Dec. 31, 1888. Continued on Page 664 


ip for paste tubes. William 7 Herrick, Tulsa, 
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ESSENTIAL 
Almond Bit., per Ib. 


B ©. A; 

Sweet True ‘ 

Apricot Kernel 
Amber, crude 

rectified ...... ‘ 
Ambrette, oz. ..... 


Amyris balsamifera. 


Angelica root 

SE ncn gah ance ict 
Anise, U. &. Pi... .as 
MTRUCATIO «.sccces 


Aspic (spike) Span. 


French 
Balsam Peru 
Balsam, Tolu, oz... 
er (0z.) 
eer 
Jergamot ite aii 
Birch, sweet N. C.. 

Penn. and Conn.. 
Birchtar, crude d 
Birchtar, rectified... 


Bois de Rose ...... 
Came. U. Bi Powsss 
Cajeput 


Calamus ..... 
Camphor “white’ 


Cananga, Java native 


rectified ........ 
Caraway ......... 
Cardamon, Ceylon.. 
Cascarilla ‘ 
tassia, 80@85 p. c.. 


= 


rectified, U. S. P. 


Cedar leaf ...... 
Cedar wood 

Cegrat ...... at 
0 Se re 
Chamomile ... (0z.) 


Cherry laurel a 
Cinnamon, Ceylon... 
Cinnamon, Leaf.... 
Citronella, Ceylon. . 
NN ca heat 
Cloves Zanzibat 
Cognac ...... 
Capaiba ..... 
Coriander 
Croton 
Cubebs 
Cumin 
Curacoa peels 
Curcuma 
Cypress 
Dillseed 
NN is dice x 
Erigeron 
Estragon 
Eucalyptus 
Fennel, Sweet 
Galmanum 


Galangal ; 24.00@ 
Geranium, Rose 
Algerian 6.50@ 
BOUTOON ......%0. 6.25@ 
Spanish ...... 16.00@ 
Turkish 2.10@ 
cis tae 3.40@ 
Gingergrass ....... 3.00@ 
Grape Fruit 3.00@ 
noe 24.00@ 
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Prices in the New York Market 


(Quotations on these pages are those made by local dealers, but are subject to revision without notice) 





(See last page of Soap Section for Prices of Soap Materials) 


OILS 
$2.20@ 


Y 


2.50@ 
.65@ 
.24@ 
.24@ 
.D0@ 


16.00@ 


2.40@ 


19.00@ 
90.00@ 


AS@ 
15a 
83@ 
254 
»5.00@ 
25@ 
35@ 
65@ 
90@ 
b0@ 
15@ 
15@ 
320@ 
4A0@ 
»0@ 


wee kK poe 


—_ 


55@ 


50@ 
.21@ 
20@ 
Th@ 
10@ 


todo bo 


14.00@ 
60.00@ 


1.05@ 
1.25@ 
.170@ 
33@ 
15@ 
b0@ 
00@ 
00@ 
00@ 
25@ 
AS@ 
52@ 
26@ 


co 


Ibo IO bo So 


18.00@ 


57@ 
00d 
2.204 
3.00@ 
8.00@ 
5.25@ 
3.00@ 
4.35@ 
3.15@ 
1.45@ 
1.30@ 


538.00@ 


320@ 
1.25@ 


26.00@ 


Nr 


~— 


th 


—_ 


a=] 


bo 
2 


~~ co 


—_ajt 
SIS oN 


Guaiac (Wood) ... 2.35@ 
PROMMIOCK .ccccies 13@ 
ae (oz.) 9.00@ 
Horsemint ........ 2.85@ 
TID wh rain’ eka 40.00@ 
Juniper Berries ... 1.40@ 
Juniper Wood ..... .60@ 
BNE oes ig vee wie 15.00@ 
Lavender, English... 32.00@ 
PUR oe rin -4 2.65@ 
Lemon, Italian ..... 1.25@ 
Uo acivianeuwe .1T5@ 
Lemongrass era 
Limes, distilled .... 7.50@ 
expressed ....... 11.00@ 
EET ONT 1.40@ 
NE ri ae eg rd 27.504 
Mace, distilled ..... 1.45@ 
Mandarin ......... 4.75@ 
ae. |) 6.25@ 
I SS er ae 5.00@ 
Mirbane (see Nitrobenzol) 
Mustard, genuine... 8.50@ 
| 1.85@ 
oe ee 10.00@ 
ER kk es dick acd 4.00@ 
Neroli, Bigarade, p. 90.00@ 
Petale, extra ....120.00@ 
oe bs e-@ gan 3.45@ 
NE oo ceikaacs 1.45@ 
Olibanum ......... 6.50@ 
Orange, bitter ..... 1.70@ 
sweet, W. Indian. 1.50@ 
OO ae 1.30@ 
ree 2.80@ 
Re, GED. kee es 1.20@ 
Ge aK cana ews .60@ 
Origanum, Spanish. .85@ 
Orris root, con (0z.) 1.00@ 
Orris root, abs. (0z.) 35.00@ 
Orris Liquid ...... 18.00@ 
TN a cape didea's 6.50@ 
PRTCMOUN 5. ccccccc 3.00@ 
Pennyroyal, Amer.. 2.15@ 
oo ae 1.55@ 
Pepper, black ..... 6.50@ 
Peppermint, natural 2.55@ 
redistilled ....... 2.85@ 
go se 1.40@ 
PUR oc on vk wets 2.35@ 
PUMOMGO 6ciciccccs 1.30@ 
Pine cones ........ 5.00@ 
Pine needles, Siberia 85@ 
Pinus Sylvestris ... 2.00@ 
Pumilionis ...... 2.20@ 


Rhodium, imitation. 2.00@ 
Rose, Bulgaria (oz.) 6.00@ 


Rosemary, French.. 40@ 
NONE 85 hie .36@ 
MN ge Sor et et as 2.50@ 
BI ila het Neto 2.15@ 
mame, Clary ....... 30.00@ 
Sandalwood, East 
a eer 6.00@ 
Australia ....... 6.25@ 
Sassafras, natural.. 85@ 
i ) —— 20@ 
Savin, French ..... 1.85@ 
Spearmint ........ 1.25@ 
Snake Root ....... 8.00@ 
I rn .73@ 
oo 7.00@ 


NE, oe iA Res 2.20@ 
Thyme, red ....... .60@ 
Lo I0@ 
WOMOTIOR: 6c ccicsicn 10.00@ 
WOUWOMR bic ccewes 3.75@ 
Vetivert, Bourbon .. 7.00@ 
WIR ois Giviccanarace es 10.00@ 
East Indian ..... 30.00@ 
Wine, heavy ...... 1.40@ 
Wintergreen, S’thern 3.00@ 
Penn. & Corin.... 5.00@ 
Wormseed ........ 2.05@ 
Wormwood ........ 3.25@ 


Ylang-Ylang, Manila 29,00@ 


SOUTWON .0 vs ccee 5.00@ 
TERPENELESS OILS 
cs tartn rane org cet id 1.00@ 
Bergamot ......... 6.00@ 
SNe ae are 1.00@ 
ee 20.00@ 
GOPOAnIUM ...5..... 8.00@ 
Grapefruit ........ 45.00@ 
Sesquiter’less .... 85.00@ 
Lavender ......... 5.50@ 
Pe rene 6.75@ 
SS re 50.00@ 
Orange, Sweet .... 78.00@ 
OS ere ere 90.00@ 
Petiterain ......0. 4.00@ 
Oe ee 2.50@ 
Sage, Clary ....... 90.00@ 
Vertivert, Java .... 35.00@ 
Ylang-Ylang ...... 28.00@ 
OLEO-RESINS 
EE) os cw via wns 2.50@ 
Capsicum, U. S. P 
SD: ocr Be scesc ees 2.65@ 
Alcoholic ....... 3.00@ 
I Se ess cacy att 3.25@ 
Ginger, U.S.P. VIII 2.00@ 
Aleonelic ........ 3.25@ 
eer ree 1.45@ 
Opi BEOOE ..ccccccs 6.00@ 
OHDGMUM ....5..0. 3.25@ 
hit oe cae 17.00@ 
ac. || 16.50@ 
Pepper, black ..... 1.00@ 
Sandalwood ....... 16.00@ 
VWORTER: 9 nscee vcs 5.00@ 
DERIVATIVES AND 
CHEMICALS 
Acetaldehyde 50%.. 2.00@ 
Acetophenone ..... 2.00@ 
Acetyl iso-engerol.. 9.00@ 
Aioone: © &......<. 14.00@ 
eee ais Rice wkew ook 26.00@ 
IR rg hits haa ee 18.00@ 
Rp URR  ed eant ator seat 50.00@ 
Rear Ue te e-eeen 14.00@ 
Aldehyde C 8...... 28.00@ 
RO winced «ass 15.00@ 
a ae ere 30.00@ 
BM conor 35.00@ 
SUSU “hvo-sce tascam 32.00@ 
C 14 (so-called)... 15.00@ 


C 16 (so-called)... 17.50@ 


Amyl Acetate ..... 85@ 
Amy]! Butyrate 1.00@ 
Amyl Cinnamate ... 2.50@ 
Amy] Cinnamic Alde- 

| ere 3.90@ 
Amyl Formate .... 1.60@ 
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2 
oo 


AQ 
00 


00 


00 
00 


00 
50 


00 
OO 


tf) 


10 
0 


1} 
0 


)) 


Amy! Phenyl Acetate 


Amy! Salicylate 
Amyl Valerate 
Anethol 
Anisic Aldehyde 
Benzaldehyde, U.S.P. 
P. 2. &. 

Benzophenone 
3enzyl Acetate 
Benzyl Alcohol 
Benzy! Benzoate 
Benzyl Butyrate 
Benzyl Cinnamate . 
3enzyl Formate 
Benzyl Iso-engenol. . 
3enzyl Propionate. . 
3enzylidenacetone 
Borneol 
Bornyl Acetate 
Bromstyrol ........ 
Butyl Acetate ..... 
3utyl Propionate 
Butyraldehyde ..... 
Carvene 


COMO nk cc Ack i oon 
Cinnamic Acid .... 
Cinnamic Alcohol .. 
Cinnamic Aldehyde. 
Cinnamyl! Acetate .. 
Cinnamyl Butyrate. 
Cinnamyl Formate.. 
Crerer ©. Fen ccc vac 
Citronellal ........ 
Citronellol ........ 
Citronellyl Acetate.. 
Coumarin ......... 
Cuminie Aldehyde. . 


Dibutylphthalate 
Diethyphthalate 
Dimethyl 
Anthranilate 
Dimethyl Hydroqui- 
MO <e40006% 4 6% x 
Dimethylphthalate 
Diphenylmethane 
Diphenyloxide 
Ethyl Acetate ..... 
Ethyl Anthranilate. 
Ethyl Benzoate 
Ethyl Butyrate 
Ethyl Cinnamate 
Ethyl Formate 
Ethyl Propionate 
Ethyl Salicylate 
Ethyl Vanillin 
Eucalyptol 
Eugenol 


Geraniol, dom. 
Geranyl Acetate 
Geranyl Butyrate 
Geranyl Formate 
Heliotropin, dom. 
BORGIGN: oo c sc cece 
Hydratropic Al’hyde 
Hydroxycitronellal 
Indol, C. P. ... (0z.) 
Iso-borneol elles 
Iso-butyl Acetate 
Iso-butyl Benzoate 
Iso-butyl Salicylate. 
Iso-eugenol 
Iso-safrol 


Linalool .......... 
Linalyl Acetate 90% 
Linalyl Benzoate 
Linalyl Formate 
Menthol, Japan 
Synthetic ....... 
Methyl Aceto- 
phenone 
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3.60@ 
-75@ 
2.40@ 
1.15@ 
3.35@ 
1.45@ 
1.55@ 
2.00@ 
-.70@ 
I95@ 
1.05@ 
5.50@ 
7.00@ 
2.90@ 
15.00@ 
2.25@ 
2.50@ 
1.75@ 
2.00@ 
4.00@ 
0@ 
2.00@ 
12.00@ 
1.15@ 
3.25@ 
1.00@ 
3.25@ 
2.50@ 
10.00@ 
12.00@ 
13.00@ 
2.50@ 
2.40@ 
2.25@ 
3.75@ 
3.50@ 
62.00@ 
30@ 
32@ 


6.25@ 
3.75@ 
D0@ 
1.75@ 
1.20@ 
20@ 
5.50@ 
1.20@ 
1.00@ 
1.50@ 
1.00@ 
1.40@ 
1.15@ 
15.00@ 
604 
2.60@ 
2.00@ 
2.90@ 
6.00@ 
5.00@ 
2.10@ 
2.50@ 
25.00@ 
5.60@ 
2.25@ 
230€@ 
2.656 


1.90@ 
2.50@ 
10.50@ 
10.00@ 
3.00@ 
2.25@ 


2.20@ 


1.90 
4.00 

85 
1.50 
2.00 
6.25 
9.00 


3.20 


25.00 
00 
00 
2.00 
00 
D.00 


CIS? IO & CO 


7.00 


5.00 
.60 
2.45 


50 
6.00 


1.25 


on 


2.50 
2.50 
20.00 
1.00 
3.50 
6.00 
4.00 
8.00 
7.00 
2.40 
27.50 


10.00 
5.00 


9 Or 


0.40 


6.00 
4.50 


bo bo 
-~I-] 
on 


2 © 


> d0 
oo 


3.00 


Methyl Anthranilate 2.50@ 3.00 
Methyl Benzoate 140@ 1.75 
Methyl Cinnamate.. 3.50@ 
Methyl Eugenol 2.90@ 6.75 
Methyl Heptenone.. 3.75@ 6.00 
Methyl Heptine C’b. 20.00@ 36.00 
Methyl] Iso-engenol.. 8.50@ 12.50 
Methyl Octine Carb. 24.00@ 32.00 
Methyl Paracresol .. 4.65@ 6.00 
Methyl Phenylac’tate 2.65@ 3.00 
Methyl Salicylate A2@ 50 
Musk Ambrette 6.50@ 7.50 

Ketone ....... 7.50@ 9.50 

OME veierccca 2.50@ 3.00 
Nerolin (ethylester) 1.50@ 1.75 
Nitrobenzol ....... 15@ 
Nonyl Acetate ..... 48.00@ 

Octyl Acetate ..... 32.00@ 
Paracresol Acetate 5.25@ 6.00 
Paracresol Methyl 

1 aren 5.00@ 5.00 
Paracresol Phenyl- 

Acetate ......... 14.00@ 20.00 
Para Cymene. (gal.) 1.25@ 1.65 
Phenylacetaldehyde 

DR win tanec wwe 5.00@ 7.00 

RO at vee ue, 8.50@ 10.50 
Phenylacetic Acid... 2.50@ 4.00 
Phenylethyl Acetate. 7.00@ 10.00 
Phenylethyl Alcohol. 4.25@ 4.75 
Phenylethyl But’rate 12.00@ 16.00 
Phenylethyl Formate 18.00@ 
Phenylethyl Pro- 

INE 66 cd exes 12.00@ 
Phenylethyl Val’rate 16.00@ 
Phenylpropyl Acet.. 8.00@ 11.00 
Phenylpropyl Ale’hol 6.00@ 12.00 
Phenylpropyl Alde- 

ee 8.00@ 12.00 
Rhodinol .......... 8.00@ 20.00 
| 32@ 36 
Santalyl Acetate 22.50@ 
Skatol, C. P...(0z.) 7.00@ 10.00 
Styralyl Acetate 20.00@ 
Styralyl Alcohol .. 20.00@ 
Terpineol, C. P..... 36@ 40 
Terpinyl Acetate 90@ 1.15 
Thymene ......... 35@ ~ 2.75 
Thymene ......... .25@ 
WROD | ca wee eecunc 190@ 2.75 
Vanillin (clove oil). 4.65@ 5.50 

(guaracol) ...... 1.40@ 5.00 
Vetiveryl Acetate .. 21.00@ 25.00 
Violet Ketone Alpha 5.00@ 10.00 

RD, au Vanucees 5.50@ 8.00 
MOORE ok kc ccecncs 5.25@ 8.00 
Yara Yara (methyl 

CE aden Geeta 1.50@ 1.75 

BEANS 
Tonka Beans, Para. 1.15@ 1.40 

Angostura ...... 2.40@ 2.50 
Vanilla Beans 

Mexican, whole 3.00@ 4.50 

Mexican, cut 2.50@ 2.75 

Bourbon, whole 1.00@ 1.25 

South American. 2.00@ 2.50 

SUNDRIES AND DRUGS 
TRON, ioe edits 6:2 11@ 15 
Alcohol, 190-pf. gal. 4.121%4@4.29% 
Almond meal ...... .21@ 25 
Alum, potash ..... 03%@ 03% 
Aluminum chloride. 10@ 
Ambergris ; 32.50@ Nom. 
Balsam, Copaiba ... 38@ 40 

aa 130@ 1.50 

Tolu ater at aiart 80@ 1.10 

Fir, Canada, gal.. 9.00@ 12.00 

Oregon ....... 1.25@ 1.50 
Beeswax, white A0@ 45 

Yellow .24@ 30 


Bismuth sub-nitrate 1.40@ 
Boric acid, ton..... 105.00@ 


Calamine ......... 16@ 
Calcium, phosphate. .08@ 
Ph’phate, tri-basic 13@ 
RUE ccc kee ccc .03% @ 
Camphor .......... 538@ 
Cardamon seed .65@ 
Castoreum ........ 17.50@ 
Chalk, precip. 03% @ 
Cetyl Alcohol ..... .75@ 
Cherry laurel water, 

Ne iitte oeseata 1.25@ 
Citric acid ........ 0@ 
Civet, ounce ...... ».75@ 
Cocoa butter 1L2@ 
Clay, Colloidal O3@ 
Formaldehyde .06@ 
Fuller’s Earth, ton.. 16.00@ 
Formic acid .12@ 


Fatty Acids (See Soap Sec.) 
Guarana 


ee ee ee 15@ 

Gum Arabic, white. .20@ 
amber ae 0914 @ 
Gum Benzoin, Siam 1.30@ 
Sumatra ..... .24@ 
Gum galbanum 1.05@ 
Gum myrrh ....... 20@ 
Henna, powd. ..... 15@ 
Hydrogen peroxide. .05@ 
POON ec é xxea so cus .06@ 
Labdanum ey 3.50@ 
Lanolin, hydrous 18@ 
anhydrous ...... .20@ 
Lavender flowers .24@ 


Magnesium, Carbon- 


We 2 ¥b Soc ete ace: 06% @ 
RUCGMFECE 2... ces, 19@ 
Sulfate ......... O02u%@ 
Musk, ounce ...... 15.00@ 


Oils, vegetable (See Soap Sec. 


Olibanum, tears A3@ 

siftings dae ae O8@ 
Orange flower water, 

WES fetid act i ae 1.50@ 
Orange flowers 30@ 
Orris root, powd. .20@ 
IIE 0. «itera Scel'evs O044%@ 
Patchouli leaves .16@ 
Petrolatum, white... .O7@ 
WOON odie oicaes cate: 16@ 
Potassium, Carbonate .13@ 

Hydroxide ...... O7T%@ 
Quince seed .. .60@ 
Reseda flowers ; 1.50@ 
Rhubarb root, powd. 284 
Rice starch ........ .12@ 
Rose leaves, red... 1.40@ 
Rose water, gal. 1.25@ 
Salicylic acid ; A0@ 
Sandalwood, chips .. 45@ 
Saponin .......... 1.75@ 
Soap, neutral white 19@ 


Sodium, Carb, crys.. 
Phosphate,tri-basic 


O1%@ 
02%@ 


Spermaceti ....... .22@ 
OUT owe weaberws, .40@ 
Sulfur, precip 17@ 
Tartaric acid ...... 27@ 
Titanium oxide .... .22@ 
Tragacanth, No. 1.. 1.20@ 
Triethanolamine ... .45@ 
Veniceturpentine,gal. .30@ 
Vetivert root ...... 304 
Violet flowers .95@ 
Zine Peroxide ..... 1.10@ 

oo | Sa 1A3%@ 

Stearate ........ 21@ 


February, 1934 


115.00 
.20 
08% 
15 
04 


65 


06% 
1.50 


or 


oe) 
4.50 
A5 
03% 
6% 
30.00 
16 


90 
«fo 
.O7 
-20 
«nl 
.20 


16 


1.00 
1.65 


1.75 








New York Market Report 
, eos in the essential oil market continue 


active with a brisk trade in a wide range of items. 
The last three months of 1933 were the best for a 
January showed a slight 
let-down in volume as is usual at that season of the 
year but at the same time, reports are that it was 
materially ahead of January last year. February thus 
far has been active with some of the bulk items mov- 


similar period in a long time. 


ing well and a goodly number of the less important 
materials also in steady demand. 

Reports indicate that the compound business has been 
excellent with emphasis on moderate priced compounds 
for soaps and toilet preparations and more expensive ones 
for the liquor trade. This last business has been excep- 
tionally good and seems to account for a large part 
of the improvement over a year ago. 

Prices on the list as a whole are very firm although 
there have been no very startling increases over the 
levels of last month. It was anticipated in some quar- 
ters that dollar devaluation would have an immediate 
This expectation has not been realized 
for two reasons. The first is that the devaluation in 
terms of foreign exchange had already been largely dis- 
counted and the effect on import prices had already 
taken place when the President took his final action. 
The second is that while devaluation will affect domestic 
prices over a long period of time, it will not affect them 
very much at the outset. The British currency was 
depreciated many months ago with immediate effect 
upon the export and import trade but comparatively 


effect on prices. 


little effect upon the domestic price structure thus far. 

Floral oils remain firm and there seems to be a fairly 
consistent demand for them. Prices on lavender and 
jasmin are stronger than on the others because of crop 
conditions, but the entire list seems pointed toward 
somewhat higher levels, provided demand continues at 
present rate. 

There has been little change in the citrus oil situa- 
tion. Both foreign and domestic prices are reasonably 
steady in the face of a very light demand for goods. 
This is, of course, the off season, and it is only natural 
that activity should be limited and that business should 
be rather slack. However, price concessions have not 
been in evidence to any great extent. 

The domestic oils are somewhat easier than other 
items on the list. Decisive strength in the mint group 
has been lacking and as a result the tone of the market 
is none too good. Shading on forward business has 
been reported from the country and local prices on 
peppermint and spearmint are slightly lower than they 
were a month ago. 

The market for seed and spice oils remains steady 
with more activity than is normal at this time of the 
year. Early Spring demand from certain sections is 
said to be already in evidence, and it is anticipated that 
some excellent business will be done over the next few 
months, when the more active season opens. Soap- 
makers’ oils are in fair demand and prices on them are 
steady. Some goods being delivered against existing 
contracts represent handsome profits for the consumers. 

On the whole, the market is in the best shape it has 
seen in several years and sentiment is very optimistic 
regarding the prospects for Spring and Summer business. 
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Synthetics and Derivatives 


The market is more active and steadier than it has 
been in some time. Not only are outside industries 
buying chemicals and compounds in better volume, but 
there is also a consistent demand from the soap and 
toilet preparations industries. The trade is optimistic 
over the future and the general feeling is that not only 
will business be better but that prices are likely to show 
Thus far 
there has been very little change in quotations, the 
tendency being to hold them down for volume. 

Preparations are being made for a heavy demand for 
odors for insecticides and disinfectants during the Spring 
and Summer. It is believed that requirements for these 
two industries will be the heaviest on record and already 
some inquiry has developed. The real volume, how- 
ever, will not open up much before the middle of next 


a general rise if present volume continues. 


month. 

There is not much of importance to discuss regard- 
ing specific items since price changes have been very 
little in evidence. Imported items have felt the effect 
of the devaluation of the dollar to some extent, but 
this has been offset by consistent prices on domestic 
competitive goods, reducing the margin on the imported 
in order to maintain them in competitive position. 

On the whole, the outlook for business during the 
next few months is extremely favorable, and most houses 
are making preparations for an excellent Spring business, 
the first effects of which are already being felt in volume 
of inquiries and sample orders. 





Ambergris Market in London 


Ambergris is now offered freely for sale in London 
at prices ranging from 2s. 6d. to 25s. per ounce, duty 
paid (10 per cent ad valorem) c.i.f. London. The low- 
est price is paid for black ambergris; the gray variety 
commands a higher figure. Quality is the all-important 
factor. No firm will buy without preliminary inspec- 
tion and the subjecting of the ambergris to the test of 
experts. These tests are based entirely on odor. Amber- 
gris exporters generally ship on consignment (which, it 
is understood, is the only manner in which odd lots 
can be disposed of) and, after tests are made, the amber 
gris is offered for sale to merchants or consumers. A 
small commission ranging from 3 to 5 per cent is 
charged, which can be fixed by preliminary arrangement. 
(Consul Nathaniel P. Davis, London.) 





Patents and Trade Marks 


Continued from Page 661) 


1,945,872. Collapsible tube closure. Edward A. Tappe, San 
Bernardino, Calif. 
1,945,885. Device for opening containers Henry Saulnier 


Darlington, Media, Pa., assignor to A. H. Wirz, Inc., Chester, Pa 
1,945,957, 


E. Salmon, Los Angeles, Calif. 


Finger nail enamel container and applicator. Alvin 


Designs Patented 


Clement 8S. McPhee, Cranston, 
R. L, assignor to Everett & Barron Co., Providence, R. I. 
91,372. Joseph S. Stein, 
Highland Park, Ill, assignor to Lucien Lelong, Inc., Chicago, Ill. 
91,392. Design for a_ bottle. Frank J. Hale, Flushing, and 
William H. Gibson, New York, N. Y. 


91,363. Design for a_ bottle. 


Design for a bottle or similar article. 
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New Spanish Soap Regulations 





HE Gaceta de Madrid has published a decree of the 

government prescribing regulations regarding the 
manufacture and sale of soap in Spain. From February 
1, 1934, all common soap must contain not less than 
4 per cent of fatty or resinous acids and must be 
clearly stamped showing the percentage of such acids 
contained therein. This provision does not apply to 
toilet and medicinal soaps, soft soap, and soaps with a 
basis of potash. Soap flakes and powders must not be 
sold in bulk, but in packets, sealed so as to guarantee 
their contents and marked with an indication on the 
packet as to the percentage of fatty or resinous acids 
contained therein, which must not be less than 40 per 


cent. All commen soaps, other than castile, soap 
powders, soft soap, or soap with a potash basis, must 
contain at least 2 per cent of resin. 





Analytical Determination of Fatty Alcohols 
in Their Sulfonation Products 
K. Lindner, A. Russe and A. Beyer (Fettchem. Um 


schan, 1933, 40, 93—96) —Fatty 
esters may be hydrolyzed by acid treatment, and the 


alcohol sulfuric 


liberated alcohols extracted with light petroleum and 
weighed; the solvent should be evaporated below 50 
in order to avoid loss (the Lorols—alcohols derived 
from coconut oil—are somew hat volatile even below 
this temp. and cannot be accurately determined by sim 
ple weighing). Any true sulfonic esters (or other sul- 
fonates) in the original material, which may pass into 
the extracted alcohols (as indicated by an appreciable 
cid val. of the latter), can be removed by extracting 
the petrol solution of the alcohols with hot, faintly 
alkaline EtOH, and a method for the approx. determi 
nation of sulfonic esters present 1s described. Solvents 
ind H,O must be determined by drying the material 
in vac. The various analytical operations are described 
in detail and illustrated by several examples.—Brifish 


Chemical Abstracts. 





“Methanol Index” of Vegetable Oils 


E. Stock (Farben-Ztg., 1933, 38, 762).—The 
Olszewski MeOH index (cf. B., 


ol vegetable oils has been determined. 


1932, 70) of a range 
The method has 
a low order oft accuracy (CO. 8.5 linseed oil alone and in 
admixture with 40, of tung oil stand oil both have 


the val. 0.2) and is sometimes impracticable owing to 
turbidity of the COMe. solution.—British Chemical 
\bstracts. 
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Safety Devices on Soap Presses 


HIS safeguard is forever lacking in efficiency. Opera- 

tors of presses, who are the insured, can make this 
safeguard ineffective at will. The many moving parts 
are subject to wear and tear which make them use- 
less and the arrangement of manipulation, the distance 
between dies, the position of the fanged receivers as 
well as the mode of labor seem to be important in 
considering the degree of safety. It seemed that in 
many cases of injury the spreading of the thumbs dur- 
ing manipulation caused injury. Very often, the so- 
called second application of pressure, which is practised 
by many manufacturers to insure a higher gloss in soaps, 
is responsible for eliminating the desired safety. Inas- 
much as most of this work is piece work, the insured 
invents ways and means to make this second stroke pos 
sible without interfering with the safety devices, a 
practice which cannot be prevented even if several re- 
ceiving fangs are installed. A devious way, equal to 
the absence of any safety device, is when two people 
cperate the machine; one to do the pressing and the 
cther to take the pressed pieces out of the die. Seifen 
sieder Zeitung Nr. 27/1933. 


ee 


Determination of Perborate in Soaps 


One gm. of the sample is weighed off and dissolved 
in 150 cc. of water, 35-40 ¢ 
added to a solution of 1 gm. of ferric free ferrous 
ammonium sulfate dissolved in 100 ce. of 2 N. sulfuric 


The solution is slowly 


acid, whereby the perborate oxidizes the ferrous salt 
After addition of 10 cc. of a 104% solu 
tion of potassium rhodanate, titrate to colorless solution 


to ferric salt. 


N 
with : titanium trichloride solution. (Standardized 


against potassium dichromate). Seifensieder Zeitung Nr. 
34/1933. 





Bleaching of Palm Oil 


According to C. D. V. Georgi and G. L. Teik, a palm 
oil containing 4‘, of free fatty acid can be bleached 
by blowing air through the oil at 90° C. in the presence 
of 0.016, of metallic catalyst in 1! > hours with cobalt 
resinate, in 2 hours with cobalt borate (insoluble in 
oil), in 7-8 hours with the same salt of manganese, 
and in 12-13 hours with the same salt of nickle. The 
solid and liquid portions ot the oil separated by filtra 
tion can each individually be bleached by the same 
process. The filtered and air bleached oil may be neu 
tralized and deodorized and used as an edible oil by 
the natives or used in the manufacture of soap. Seif N- 


sieder Zeitung Nr. 34/1933. 
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Rancidity of Toilet Soaps 


Discussion of Latest Developments Regarding 
the Theory of This Problem 
by Paul I. Smith 


T is now generally accepted that the oxidation, or 
rancidity of toilet soaps cannot be traced to any 


and a number of contributory 


causes 


one cause, 
have been shown to be responsible for the 
initiation and acceleration of rancidity in 
the soaps. 

The chemical, biological and_ physical 
condition of the raw materials used in 
the preparation of the soaps plays a vital 
part in their subsequent stability, and in 
any comprehensive study of the rancidity 
of toilet soaps it is necessary to consider 
first the fats and oils used for saponifica 
tion purposes. 

Technical experts and scientific writers 
are often tempted to divide oils and 
fats into groups according to their respective tend- 
but the 


cannot be 


encies to oxidize, value of such approxi- 


mate tabulations considered appreciable 
exceptions. As a 
that fats 


unsaturated glycerides are 


in view of the many general 


statement, it may be said 


high proportion of 


containing a 
more 
liable to undergo oxidation changes than those containing 
saturated glycerides. The iodine number gives some idea 
of a fat’s susceptibility to oxygen, but it must not be 
taken that fats which have high iodine numbers will 
invariably develop rancidity quicker than those with 
The 
undoubtedly 
furthering oxidation, but the importance of accelerators 


low numbers. chemical constitution of the fat 


dees play a great part in retarding or 
must not be overlooked as a perfectly stable fat will 
quickly become rancid if exposed to light, especially 
if metallic impurities or oxidized fat is present in the 


oil. 


Anti-Oxidants in Fats 


Zeitung 


\» 


Better (Seifensieder Vol. 
fats contain anti-oxidants which are prob 


According to E..0. 
60, 1933), 
ibly sterols with free hydroxyl groups, and also accelera 
tors of oxidation, the latter forming peroxides which 
are catalysts of oxidation. The period during which 
oxidation does not take place, known as the induction 
period, is said to be due to the combination of the anti 
bodies with the accelerators. Removal of the sterols 
shortens this induction period, and consequently influ- 
ences the absorption of active oxygen. 

H. C. Lea (J. Soc. Chem. Ind., Vol. 52, 146, 1933) 
considers that the “length of induction period depends 
first on the nature of the constituent glycerides; gen 
erally 


acids present, the more rapid is the oxidation; and 


speaking the more highly unsaturated are the 
secondly on the presence or absence of traces of catalysts 
which either enormously accelerate the reaction (oxi- 
dized fat and salts of the heavy metals) or greatly 
retard it as do certain aromatic amines.” 

removal of 


It is claimed by some workers that the 
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micro-organisms from the fat during purification may 
tend to develop or favor ketonic rancidity which is 
further advanced in the presence of light and_ heat, 
but E. I. Better states that saturated oils 
owe their rancidity to microbic action, 
producing alkyl ketones. Unfortunately) 
the data at present available regarding the 
influence of bacteria on the oxidation of 
natural fats cannot be regarded as pai 
ticularly illuminating, but it may be taken 
that and the 
enzymatic bodies present in natural crude 
fats play an important 


bacteria, ferments various 


part in rancidity 
changes. 

The presence in the oil or fat of metal 
lic impurities, either salts of heavy metals 
or metallic particles, tends to favor a shortening of the 
induction period. These impurities may be introduced 
into the fat by means of metal containers or metal 
plant used for the purification and bleaching processes 

The presence of extremely small amounts of dis 
solved oxygen in the fats or oils favors the oxidation 
cf fats, and the wisdom of bleaching fats by air blow 
ing may be considered doubtful. 

Moisture is said to favor rancidity, but there is a 
serious conflict of opinion regarding this, and accord 
ing to some workers moisture retards rancidity. (Holme 
& Greenbank). 

Conditions of storage or purification of the oils plays 
a signal part in their rancidity. Light acts as a power 
ful accelerator of oxidation, and according to H. C. 
The 


rate of oxidation does not bear any direct relationship 


Lea, it can increase the rate up to 10,000 times. 


to the intensity of the light, and even weak artificial 
The 


intermittent 


light is able to bring about rancid conditions. 


reaction is autocatalytic, and thus short 
exposures to light accelerate oxidation. 

Temperature is also an important factor, and an 
increased temperature favors absorption of oxygen and 
rancidity. 

As rancid oils and fats are extremely objectionable 
and unsuitable for high class soap manufacture, it 
that 


avoid using such raw materials. 


naturally follows every care must be taken to 


The Kreis test is not 
by any means the most practical test, and the present 
the Schiff 


decisive qualitative test. 


writer considers that reaction gives a more 


The Schiff reaction as modified 


by H. C. Lea (“Effect of Light on the Oxidation of 
Fats.” Proceedings of Royal Society. B. Vol. 108, page 
175, 1933), is as follows: 

“The fat (1 g.) is weighed into a small tube (3 


inches by inch, as used for the Kreis test P chloro 
form (1 c.c.) added and the tube warmed with shaking 
until solution is effected. The tube is then cooled and 
0.05¢, fuchsinsulfurous acid reagent (1 c.c.) 1s added. 


The mixture 1s shaken for one minutc¢ and allowed to 
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stand in a dark cupboard for 10 minutes. A milk-white 


emulsion indicates a negative reaction, and a violet 
color a positive one.” 

The above test could be carried out in the works 
laboratory of any soap plant, and the results would 


certainly indicate the comparative suitability of the 
vils and fats purchased. 

To inhibit oxidation and rancidity of fats, a very 
recommended 


Thus, 


the aromatic amines have prov ed effective under normal 


large number of substances have been 


for addition to the raw materials during storage. 


as also have maleic acid, aconitic acid and 
The latter agents are covered by U. S. 
No. 1,898,363, and it is 
is effective. Sulfanilic acid, naphthionic 


conditions, 
its derivatives. 
Patent, Greenbank, claimed 
that 0.01% 
acid or amino-benzoic acid are also said to be able to 
prevent rancidity in quantities from 0.05 to 1‘,, see 
U. S. Patent No. 1,869,469, Devine. 

The addition of must be 


any chemical to the fat 


governed by several important considerations: 

1. Its proved effectiveness. 

2. The minimum quantity required for it 
to exercise 
cidity. 

3. Its comparative toxicity, and effect on 


a retarding action on ran- 


toilet soaps. 
4. Its action on the perfumes and coloring 
matters. 
§. The action of saponification and subse- 
the 
stituents or constitution of the additive. 


quent processes on chemical con- 


6. Its stabilizing effect on toilet soaps. 

It may be taken that unless very small quantities of 
the additive may be used successfully, the practice of 
adding organic chemicals to oils and fats to be used in 
the manufacture of toilet soaps should not be favored. 


Influence of Perfumes on Rancidity 


Unsuitable perfumes may bring about rancid con 
the 
use only those perfumes which act as anti-oxidants or 


ditions in soap, and it is therefore important to 


those of a neutral nature. Free alkali in the soap base 
will react with the carboxylic and hydroxyl groups in 
perfumes and cause rancidity, or at least discoloration 
and Spots. 


Aromatic aldehydes and ketones are known to be 
strong oxidation accelerators, and those of the aliphatic 
and terpene series are also known to influence rancidity. 
Most that 


essential oils containing relatively large proportions of 


soap manufacturers are aware terpenes, or 
terpene, will cause unpleasant changes to take place 
in the soap. These bodies oxidize easily, and the pecu 


While 


oxidation 


liar conditions of toilet soap favor oxidation. 
certain aromatic chemicals accelerate the air 
of drying oils, they frequently retard rancidity of soaps. 
Thus, thymol, phenol, salicylic acid, benzoic acid, beta- 
naphthol alpha-naphthol, geraniol, nerol, citronellol, 
terpineol, phenyl ethyl alcohol, etc., inhibit oxidation. 

It is necessary to use the best quality grades of per 
toilet 


soluble resins, aromatic chemicals, etc., may 


fumes tor soaps, as impurities in essential oils, 


cause dis- 


oxidation of the soap. Benzyl 


keenly 


hold traces of chlorine which will 


coloration or induce 


acetate, if obtained from certain competitive 


manufacturers, may 
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cause white soap to turn yellowish or to show a number 
of disfiguring yellow spots. Esters, phenol, and essential 
oils, like oil of lavender, sometimes contain traces of 
metallic impurities from the various metal containers 
or drums used for transport and storage. Even a slight 
acidity in the perfuming material may cause iron or 
copper to pass into solution as soluble or partly soluble 
salts. Metallic impurities are very powerful accelerators 

Oskar Hagen (Seifensieder Zeitung No. 
37/38, 1931) places the metals in the following order 


as catalysts; copper, iron, cobalt, nickel and tin. 


of oxidation. 


Im- 
proper storage, W hile not introducing noxious catalysts 
into the perfume, may further oxidation changes. Ter- 
pineol and terpenyl acetate should be stored in glass 


containers, otherwise turpentine-like bodies may be 


formed and oxidation may continue when present in 


soap. Glass containers are admirably suited for storing 
all perfumes, and there is no risk ot unpleasant chemical 


deterioration through contamination with metallic sur- 


faces. 
The acidity of the perfume may reduce the free 
alkalinity of the soap to zero, and thus there is a 


danger of free fatty acids being set free and decomposi- 
tion commencing. Oskar Hagen (Se/fensieder Zeitung, 
524-526, 1933) gives the acid numbers of the follow- 
ing materials: 


Acid Number 


Cedarwood oil 0.17 
lonone 0.17 
Lavender oil, true 0.34. 
Bergamot oil, artificial 0.67 
Geranium oil, artificial 1.68 
Patchouli oil 2.46. 
Sandalwood oil 2.80 
Geranium oil, true 5.04. 
Almond oil, artificial 33.00. 


(To b 


Continued ) 





Protest on Terpeneless Lavender Oil 
No. 25554, by W. J. Bush & Co., Inc., New York. 


Distilled oil of lavender, terpeneless, classified at 25 
per cent ad valorem under paragraph 59, Tariff Act of 
1922, or paragraph 58, Tariff Act of 1930, is claimed 
entitled to free entry under paragraph 1631, Tariff Act 
of 1922, or paragraph 1731, Tariff Act of 1930. 
Opinion by McClelland, J. From the evidence it ap 
peared that the term ‘“‘terpeneless’”’ as applied to laven- 
der oil simply indicates that certain of the less odorful 


fractions have been eliminated, raising the quality of 


the lavender oil. There was nothing in the record to 
justify the conclusion that lavender oil thus improved 
is any less lay ender oil bec 1use of such treatment. The 


1 
claim for free entry was therefore sustained. 





Bogus British Soap 


The authorities in Hong Kong have discovered a large 
consignment of Japanese soap wrapped in paper bearing 
The 


soap has been confiscated, but by an agreement between 


a trade mark similar to that of Lever Brothers. 


the agents of Lever Brothers and the defendants, a prose 


cution has been withdrawn, but 


filed 


soap will be made. 


an undert iking has 


been Stating that no more importations of the 
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Soap Materials Market 


Vegetable Oils 


Although a steady undertone prevails in the vege- 
table oil market, both buyers and sellers are in a more 
or less uncertain position, pending the outcome of the 
proposal of the Ways and Means Committee to place 
an excise tax of Sc per pound on coconut oil and 
Until this proposal is either put into law 
little likelihood of any 


This oil is now practically 


sesame oil. 
or rejected, there seems but 
sizeable coconut oil trading. 
at a standstill. 

Crude cottonseed oil is steady to firm, with sales at 
4c lb. in the South East and Valley, and comparatively 
little offered. Crude corn oil followed the advance in 
cotton oil, with sales up to 4'%4c lb., f.o.b. Midwest 
mills. These two oils of domestic production have been 
moving in a large way and at this writing are firm with 
producers holding for higher levels. 

Palm oils, palm kernel oil and sulfur olive oil foots 
active as in some directions it is 
and all other grades of imported 
be scheduled for excise taxes along 


have not been very 
expected that these 
vegetable oils might 
and sesame oils. However, prices for 


with coconut 


these oils remain steady. 
HoRNER 


A. H. 


ee 


Determination of Glycerol in Soap Spent Lye 

J. Davidsohn (Seifensieder-Ztg., 1932, 59, 490—491; 
Chem. Zentr., 1932, ii, 2560).—The lye (100 g.) ts 
heated, acidified with HCl, and filtered; the filtrate ts 
made slightly alkaline Na.CO,, and evaporated, 
glycerol being extracted from the residue with abs. 
EtOH and heated at 90—95°.—British Chemical Ab 
stracts. 


with 


Dielectric Properties of Fatty Oils 


T. G. Kovalev and V. V. 
1932, [ii], 135, 327—334; cf. B., 


varies influence of air 


Illarionov (J. 


1933, 


pr. chem., 
250).—The 
dielectric const. under the and 
light, or dampness and light, and its val. may be used 
as an indication of staleness. Similar effects on the 
physical and chemical properties of cod-liver oil are 
described and discussed. The effects of ultra-violet rays, 
X-rays, Ra emanations, and sunlight on some consts. 
of olive oil have been measured.—British Chemical Ab- 


stracts. 


a as ; 
Advertising Essential in Norway 

It is practically essential when introducing a new 

line ot cosmetics in Norway 

of advertising in the leading newspapers and home 

The usual procedure is to grant the local 


to do a certain amount 
magazines. 
representative a cash allotment for ady ertising for the 
first 6 months or year. After that, advertising may be 
based on a percentage of the previous year’s sales or 
may consist of a definite percentage of the invoice value 
of goods purchased, usually 20 to 25 per cent. (Consul 


General Thomas H. Bevan, Oslo.) 
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Prices of Soap Materials 


Tallow and Grease 

Tallow, N. 
Edible 
Fancy 
Grease, 
House 
Yellow 


Lard 


extra 


white 


Fatty Acids 

Coconut Oil, 98% Saponifiable, tanks. . 
Corn Oil, 95% T.IF.A. 
Red Oil, distilled, tanks 

Saponified 
Stearic Acid, single 

Double pressed 

Triple pressed ‘ 
Soap Making Oils 
Castor No. 1, tanks 

No. 3, tanks j 
Coconut, Ceylon Grade, tanks 

Cochin grade, tanks 

Manila grade, tanks 
Corn, crude, Midwest mill, tanks 
Cotton, crude, Southeast, tanks 

Refined 

Foots, 50% T.F.A. 
Lard, common No. 1 barrels 
Olive, denatured, max. 5% 

drums, gal. ; 

Foots, prime, green, barrels 
Palm, Lagos, max. 20% F.F.A., 

Niger, casks 
Palm, kernel, tanks 
Peanut, crude, barrels 

Refined, barrels 
Soya beans, max. 2% 

mill, tanks mee 
Tallow, acidless, barrels a 
Whale, Crude No. 1, Coast, tanks. ... 

Refined, barrels 

Glycerine 

Chemically pure, drums extra 
Dynamite, drums included 
Saponification, drums 
Soap, lye 


Rosin 


Barrels of 280 pounds 


Acid, muriatic, 18°, 
Sulphuric, 60°, ton 
66°, ton , 
sorax, crystals, carlots, ton 
Cyclohexanol (Hexalin) 
Naphtha, cleaners, tank cars 
Potassium, carbonate, 80@85% 
Hydroxide (Caustic potash) 
92% 
Salt, works, ton 
Sodium carbonate 
light, 100 pounds 
Hydroxide (Caustic 
solid, 100 pounds 
Silicate 40°, drums, 
pounds 
Sulphate, anhydrous 
Phosphate, tri-basic 
Zine oxide 


(Soda ash) 
Soda) 


works, 100 
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